Franciscan Plans 
iFull Leadership 


in Dinnerwares 


Gladding, McBean Picks 
BBDO for Its Greatly 
Expanded Ad Drives 


Los ANGELES—Confident it has 
Hmuch to gain, Gladding, McBean & 
Co. this year plans to spend as 
Nmuch to advertise its Franciscan 
idinnerware as was spent by the 
jseven top companies in this field in 
11949. 

It’s a field in which brand names 
jhave made very little headway. 
Last year Gladding, McBean’s 
space budget. was about $20,000, 
average for its leading competitors. 
The account also will be handled 
after March 1 by a new agency. 
Batten, Barton, Durstine & Osborn 
has just been appointed, replacing 
‘McCann-Erickson. It is understood 
BBDO won out over more than a 
sdozen other agencies that bid for 
he account. 

Russ Walton, manager of adver- 
tising and public relations, points 
out that, in the comparable glass- 
ware and silverware business, 
there are numerous brands well 
known to the consumer. This brand 
awareness was built mainly during 
the past 15 years by strong, con- 
tinuing promotion, he says. 


= By contrast, in the dinnerware 
field, a 1947 House Beautiful sur- 
vey showed the highest ranking 
dinnerware name was known to 
only 7%, and a recent Department 
of Commerce study reported the 
china industry has no outstanding, 
aggressive leader, Mr. Walton says. 
He claims his own Franciscan 
arthenware is No. 1 in dinnerware 
ales, and Franciscan china is a 
“close fourth.” This year’s ad bud- 
et will be split approximately 
70% for china and 30% for earth- 
nware. 

The magazine schedule, which 
gins in March, includes full- 
olor pages and b&w half-pages in 
adies’ Home Journal, b&w and 
olor pages in House Beautiful and 
ouse & Garden, test ads in Sun- 
et, and two or three insertions in 
rides’ Magazine, Brides’ Refer- 
nce Book and Modern Bride. The 
atter three will be used because, 
t is said, 75% of all china is 
ought by far.ilies in the first six 
ears of marriage. 


Supporting business paper 
hedules will appear in China, 
lass & Decorative Accessories, 
rockery & Glass Journal, Jewel- 
8’ Circular-Keystone and Retail- 
mg Daily. Copy will be largely in- 
itutional. 

Copy will try to convince con- 
umers that American-made china 
as all the quality of foreign 
hina. In line with this, the brand 
ame has changed from Franciscan 
0 Franciscan Fine china. New pat- 
€rns and shapes for both china 
ind earthenware lines will be in- 
Oduced, emphasized as “truly 
erican.” Ads will be “90% sell 
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20 YEARS AGO—First page of the first issue of Advertising Age, published on Jan. 
11, 1930. “Why We Are Here” at the bottom of the page explained the paper's 
reason for being, and also explains why it has grown mightily in 20 years. 


Radio Makers’ Plan 
for Color Standards 
Group Gets FCC ‘No’ 


WASHINGTON—Members of the 
Federal Communications Commis- 
sion refused last week to encourage 
radio manufacturers to form a 
committee “for the purpose of ar- 
riving at standards for color tele- 
vision.” 

Sponsored by the Radio Manu- 
facturers Association, the plan had 
been discussed with FCC Chair- 
man Wayne Coy by Dr. W. R. G. 
Baker, vice-president of General 
Electric. 

Chairman Coy said in a letter 
Tuesday that commission members 
do not feel that the formation of 
such a committee should be de- 


Federal Budget... 


the story of the week. 
See ‘In Washington,’ 
Page 28. Other features: 


Advertising Market Place 
Along the Media Path 


(Continued on Page 8) 


Coming Conventi 21 
Creative Man's Corner .........cccccccccceesseeeee 50 
Department Store Sales .............cccccccseeeeee 37 
Editorials 12 
Eye and Ear Dept. 46 
TI PRG IIED sivensccctccvieicsnersacvesocrscvesentee 16 
Information for Advertisers ..............c00+ 32 
Obituaries 56 
Photographic Review 4) 
Rough Proofs 12 
Voice of the Advertiser ............ccccccseeeee 48 
What They’re Saying 12 
You Ought to Know 52 


pendent upon the commission’s ap- 
proval. 


a “As a matter of fact,” he wrote 
Dr. Baker, “the commission feels 
that it should not take any posi- 
tion on the question of the pro- 
posed committee, but that the mat- 
er should be entirely in the hands 
of the industry inasmuch as the 
committee, as proposed, is designed 
(Continued on Page 56) 


Advertising Age ; 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


January 9, 1950 

Volume 21 * Number 2 

15 Cents a Copy + $3 a Year 
CHICAGO 11 * Published Weekly at 
100 E. Ohio St. * DE. 7-1336 

NEW YORK 17 

11 E. Forty-Seventh St. * MU 8-0073 


Dancer Agency Leads 
in ‘49 Radio Billings 


New York—For the 16th year, 
Dancer-Fitzgerald-Sample led 
agencies in gross radio time net- 
work expenditures during 1949. 

The figures, as supplied to the 
agency by the four national net- 
works (ABC, CBS, Mutual and 
NBC) show the following gross 
time purchases for leading agen- 
cies. They do not include television 
billings: 


Dancer-Fitzgerald-Sample .......... 708,466 
Batten, Barton, Durstine & Osborn .. 11,068,819 
Benton & Bowles ...........0s005- 9,735,528 
J. Walter Thompson ............... 8,748,036 
Young & Rubicam ............055- 7,617,573 
Compton Advertising .............+. 7,119,301 
BE TD. ccadcccccscceveteciones 6,770,044 
Me CIEE osc vccecccccscdce 6,490,496 
McCann-Erickson ..........000000- 6,064,395 
Newell-Emmett ...........00000ees 5,909, 


Foote, Cone & Belding 
Ward Wheelock Co. 


Be, SL, Sots cen cebsdoee ine 4,021,824 
BMD TI Ch cued ertentee cue 3,741,848 
SEED UE cd cane cand seen ene 3,575,579 
John F. Murray Advertising Agency .. 3,522, 

eee 3,477,051 
| ar 2,795,629 
SP GED accccecccewece sess 2,252,016 
Sullivan, Stauffer, Colwell & Bayles .. 2,181,629 


= In addition to its network bill- 
ings, Dancer-Fitzgerald-Sample re- 
ported that it placed spot radio 
billing totaling $2,056,002 during 
the year, plus approximately $18,- 
000,000 in advertising in newspa- 
pers, magazines, outdoor, etc. 

The gross radio time billings, of 
course, are fig ‘red at the one-time 
rate, and are therefore substan- 
tially higher than actual expendi- 
tures, when time and frequency 
discounts are considered. 


‘N. Y. Sun’ Admen and Advertisers 
Surprised at ‘World-Telegram’ Merger 


New YorK—Sale of the New 

York Sun, Jan. 4, to the Worjd- 
Telegram was made so suddenly 
it left advertisers gasping and 
threw a chill into the local evening 
newspaper field. The Scripps-How- 
ard paper bought overnight the 
name, good will and a number of 
the Sun’s features but none of its 
physical properties, and notice of 
the sale was posted on the Sun’s 
bulletin board at 8:15 a. m. Its final 
edition was on the street at 6:15 
p.m. 
The following day, Jan. 5, the 
World-Telegram appeared with ten 
of the Sun’s former features and 
all of its comic strips and panels, 
and the Journal-American ap- 
peared with three of the Sun’s 
former features and added comic 
pages. 

Latest circulation figures show 
the Sun with 297,053, and the 
World-Telegram 373,034, giving 


the new combined World-Telegram 


Last Minute News Flashes 


Maloney Takes 6 Accounts to Cecil & Presbrey 


NEw YorkK—Thomas P. Maloney will take six accounts, with more 
than $2,000,000 in billing, and 21 people with him from Cunningham & 
Walsh to Cecil & Presbrey. The six accounts: Sylvania Electric Pro- 
ducts (except for the TV sets, handied by Kenyon & Eckhardt), Texas 
Gas Transmission Co., Texas Eastern Gas Transmission, Electric Auto- 
Lite Co. (radio and TV), Graflex, and the U. S. Coast Guard (divided 
with Fletcher D. Richards Inc.). The people involved include account 
executives Frank Gilday, Ted Murray, Winsor Watson Jr., Charles 
Duffy and John Waters; public relations chief Franklin E. Brill; Paul 


Colton, Ross McKee, James Lister, 


Doris Alexander, Edward Thomp- 


son, Alice O’Connor; television head George Foley; West Coast TV 
chief Blayne Butcher; Joseph Lamneck; media buyers Ann Gibbons and 
Mary Dunlevy, and three secretaries. 


Servel Boosts Ad Budget 50% to 100% for 1950 


EVANSVILLE, IND.—Servel Inc. 


this year will boost 


its adver- 


tising expenditures from 50% to 100%. Major portion of the increase 
will go into newspapers and other local media, especially the co-op pro- 
gram. Production will be increased 50% or more; new distributors and 


dealers will be added; 


substantial price reductions will be dan- 


nounced Jan. 20. Batten, Barton, Durstine & Osborn is the agency. 


Rubinstein Runs Ads on Estrogenic Hormone 

New YorkK—Helena Rubinstein broke full-page copy for Estrogenic 
hormone cream and oil in 15 newspapers yesterday, and will follow the 
newspaper copy with a Life ad Jan. 16. David Ogilvy, partner of 
Hewitt, Ogilvy, Benson & Mather, agency placing the campaign, is pic- 


tured in the ads. 


(Additional News Flashes on Page 57) 


& Sun a circulation potential of 
670,087. 


ws Because of its increased press 
run, the World-Telegram & Sun 
has made arrangements with the 
New York Times to use part of its 
composing room and press facili- 
ties temporarily. It is understood 
that some of the Sun’s former 
compositors and pressmen will be 
employed by the World-Telegram 
& Sun at the Times’ plant. 

Richard Murray, advertising di- 
rector of the Scripps-Howard pa- 
per, told AA that several mem- 
bers of the advertising staff of the 
Sun will be employed by the 
World-Telegram & Sun and that 
a number of the classified sales- 
men had already been hired. Oth- 
ers are being interviewed. 

However, Harold L. Goldman, 
former ad manager of the Sun, 
said that neither he nor any of his 
department heads had been ap- 
proached by the Scripps-Howard 
paper. 

Among the Sun’s former staff 
that have gone over to the World- 
Telegram & Sun are the following: 

James Daly, classified ad man- 
ager; Lawrence W. Merahn, for- 
merly promotion and recently cir- 
culation manager; J. B. Wallach, 

(Continued on Page 53) 


And How Are All 
Your Employes? 

The need for reaching the 
hearts and minds of workers, 
of breaking down barriers to 
mutual understanding, and 
of creating greater apprecia- 
tion of the economic system 
and a more cordial spirit of 
teamwork has never been 
so acute. 

The problem—and specific 
examples of what to do about 
it—will be explored in a 
new weekly column which 
makes its bow on Page 38. 

Make it a habit to read 
“Employe Communications” 
each week. 
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Huttman Plans Spring Drive 


Huffman Full Fashioned Mills, 
Morganton, N. C., will tie up with 
Air France for the spring promo- 
tion of its Flatternit hosiery. The 
drive will feature a national con- 
test with a flight to Paris as top 
prize. Pages will be used in Har- 
per’s Bazaar, Vogue, and business 
papers. Dealers will back the pro- 
gram, and the French National 
Tourist Bureau is also cooperating. 
Norman D. Waters & Associates has 
the Huffman account. 


Polygraphic Names Kelley 


Polygraphic Co. of America, New 
York, producer of color lithog- 
raphy, has appointed Donald S. 
Kelley, formerly with L. H. Philo 
Corp., as sales manager of its com- 
mercial and advertising division. 


TOPFLIGHT 


PRINTED ADHESIVE CELLOPHANE TAPE 


Interstate Bakeries Plans to Spend 
More than $1,000,000 on Video Films 


Kansas Ciry—lInterstate Baker- 
ies Corp. has allocated more than 
$1,000,000 for a new series of tele- 
vision films featuring the “Cisco 
Kid.” 

The series, which probably will 
not make its TV debut before early 
1951, actually won’t result in any 
major changes in the advertising 
media used by the company. Inter- 
state first aired a Cisco Kid radio 
show in 1946, and still sponsors 
the show. 

The company got into television 
for the first time in December, 
1948, with a half-hour Hopalong 
Cassidy show on stations in Kan- 
sas City, Chicago, Cincinnati, 
Omaha and Grand Rapids. 

Only one one-minute commercial 
is used on each half-hour show. 
The commercials are usually fan- 
tasy playlets, produced by Camp- 
bell-Cahill Studios, Chicago, and 
are designed to appeal both to 


children and their parents. 

Typical of the series is a film 
showing children dressed as pirates 
on a treasure hunt. The “treasure” 
they discover is a loaf of Butter- 
Nut bread. 

R. J. Potts-Calkins & Holden, In- 
terstate’s agency, worked out the 
film commercial technique, to- 
gether with Campbell-Cahill Stu- 
dios. (Dan B. Miner Co., Los An- 
geles, handles Interstate advertis- 
ing on the West Coast.) 


Anti Decay Drug Maps Drive 


Anti Decay Drug Co., Bronx, N. 
Y., will use radio in New York, 
New Jersey and possibly Phila- 
delphia in a new program for its 
DK toothpaste, stressing that “it is 
the only dentifrice containing vita- 
min K.” Parents’ Magazine, which 
has awarded its seal to DK, will 
be the only magazine used in the 
first quarter of 1950. Dunay & Ra- 
der, New York, is the agency. 


Seven Establish New 
Display and Exhibit Concern 


Harry Gardner, C. Robinson, R. 
P. Stierheim, K. Weis, Alan M. 
Davis, R. Dickman and Walter 
Schneider, all formerly with Gard- 
ner Displays Co., have established 
a new company to specialize in 
the design and construction of in- 
dustrial and educational exhibits 
and displays. The new company, 
to be known as Gardner, Robinson, 
Stierheim & Weis Inc., has its of- 
fices and plant at 5607 Baum 
Blvd., Pittsburgh 6. 

Officers of the new company 
are: President, Richard Rimbach, 
also president of Instruments Pub- 
lishing Co., Pittsburgh; vice-pres- 
ident, R. P. Stierheim, and secre- 
tary-treasurer, J. H. Baker. 


Victor Names Jetfrey A. M. 


Richard P. Jeffrey, formerly re- 
search and media director of Justin 
Funkhouser Advertising, New 
York, has been appointed advertis- 
ing manager of Victor Products 
Corp., Hagerstown, Md. He will 
— his headquarters in Ranson, 

. Va. 


These 2 publications 


ink Your Factory 


to Millions of Consumers 


You want the consumer to ask for your building 
product. But if the dealer doesn’t carry it, he can 
give a dozen reasons why the product he does carry 
is “just as good or better’’—and if the contractor 
or builder isn’t sold, it’s thumbs down again! 


Remember, the consumer can’t hope to be an ex- 
pert on insulation, roofing, flooring and hundreds 
of other building products. He must rely on the 
judgment of his local building experts—the dealer 
and the builder. And he does rely on them because 
they stand back of their recommendations. 


Unless you have both the dealer and the builder on 
your side, linking your factory to millions of con- 
sumers everywhere, it’s NO SALE. They put the 
final stamp of approval—yes, even the final price 
—on your product. So your first and basic job is 


to sell them. 


Write for your free reprints 
of messages No. 1 and No, 2 


in this series. 


No. 3 of a series devoted 
to Manufacturers’ Problems in 
Selling the Building Market. 


To sell them—and keep them sold—talk the lan- 
guage of dealers (and wholesalers) in BUILDING 
SUPPLY NEWS, of contractors and builders in 
PRACTICAL BUILDER. You need both publica- 
tions, because each is individually tailored to serve 
the specific job interests and problems of its own 
class of readers. No horizontal, all-purpose publi- 


cations, these! 


That’s why more wholesaler and dealer establish- 
ments subscribe for BSN—why more contractors 
and builders read PB. That’s why you get greatest 
buying power for your advertising dollar when 
you link your factory to millions of consumers 
with vital trade promotion in BUILDING SUP- 
PLY NEWS and PRACTICAL BUILDER—the 
two publications that SELL MORE for smart ad- 
vertisers because each sticks consistently to its 


own last! 


INDUSTRIAL PUBLICATIONS, INC., 5 South Wabash Ave., Chicago 3, Iil. 
For over 32 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issue, 


Building Material Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book 


PRACTICAL BUILDER 


MORE CONTRACTOR-BUILDER CIRCULATION THAN ANY OTHER PUBLICATION 


To sell contractors and builders 
who do residential, commer- 


cial, industrial, rural and re- 


modeling work. 


BUILDING SUPPLY NEWS 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER PUBLICATION 


To sell the top dealers and 
wholesalers who supply all 
branches of the multi-billion 
dollar construction market. 


Advertising Age, January 9, 19 


Hal Stebbins Quits 
Honig-Cooper to 


Form Own Agency 


Los ANGELES—H. A. Stebbins ha 
resigned as executive vice-presi 
dent of Honig-Cooper Co. to set 
up his own agen- 
cy, Hal Stebbins 
Inc. 

The new agen- 
cy will handle all 
16 accounts which 
Honig-Cooper has 
served through 
the Los Angeles 
office, which 
Stebbins has 
headed. 

The change 
ends a 30-year 
association of Mr. Stebbins with 
Honig-Cooper. With Louis Honi 
Sr., Vernon Churchill and Fred 
Lynch, he was one of the agency’ 
original group of founders. 


Hal Stebbins 


e Honig-Cooper merged with Er 
win, Wasey & Co. in 1929, at whic 
time it dropped its name, becom 
ing Erwin, Wasey & Co. of the Pa 
cific Coast. It continued as a sep 
arate corporation, however, and o 
the death of Mr. Honig in 1938 
Mr. Stebbins became president. 

In 1944 the merger was dis 
solved, Honig-Cooper resumed i 
former name and Mr. Stebbins be 
came executive vice-president i 
charge of the Los Angeles office. 

The new agency here will con 
tinue without change in personnel 
Besides taking over the 16 Los 
Angeles accounts, Hal Stebbins Inc: 
will also serve D. Ghirardelli Co., 
San Francisco, largest chocolate 
factory in the West, whose adver- 
tising Mr. Stebbins has directed for 
32 years. 

The Stebbins accounts are: 

Adrian Inc., Beverly Hillis; Alexander- 
Wilson Co., Glendale; Art Center School, 
Los Angeles; Century Aircraft Corp., 
Inglewood, Cal.; Ceramic Masterpieces, 
Los Angeles; China-America Trading Co., 
Los Angeles; Crescent Chemical Co., Los 
Angeles; Gold Medal Products, Los An- 
geles; Dr. Hiss Shoe Stores, Los Angeles; 
Industrial Publications, Chicago. 

International Yogurt Co., Los Angeles; 
Jiffy Bobbin Corp., North Hollywood; 
Miller’s Mail Mart, Los Angeles; Mission 
Orange Bottling Co., Alhambra, Cal.; 
Mort Greene Enterprises, Hollywood; 
Pearson Candy Co., Los Angeles; Schalk 
Chemical Co., Los Angeles and Chicago; 
A. Sensenbrenner Sons, Los Angeles; Sta- 
bilizer Co., Los Angeles; Yami Yogurt 
cultured milk, through Pellissier Dairy 
Farms, Whittier, Cal., and XLNT Food 
Co., Los Angeles. 


Production Men Elect 


Nelson R. Trowbridge, of Far- 
son, Huff & Northlich, Cincinnati 
agency, has been elected president 
of the Advertising Agency Produc- 
tion Men’s Club of Cincinnati. 
Other officers are: Tony Hanna- 
ford, Ralph H. Jones Co., vice- 
president; Les McMullen, Savage 
& Talley, treasurer, and Marie Hil- 
dredth, Rieser-Guenther, secre- 
tary. . 


AANR Chapter Elects Steen 
Ralph H. Steen, of DeLisser Inc., 
has been elected president of the’ 
Philadelphia chapter of the Amer-/ 
ican Association of Newspaper 
Representatives. Lou W. Turck, 
Reynolds-Fitzgerald Inc., has been 
named vice-president, and Henry’ 
Bradley, of Hearst Advertising Ser-— 
vice, secretary-treasurer. ; 


Names Spitzer & Mills 


Coleman Lamp & Stove Co., To- 
ronto, has named Spitzer & Mills, 
Toronto, to handle the advortising 
in Canada for Coleman lamps, lan- 
terns, stoves, irons, space heaters, 
floor furnaces and water heaters. 
Weekend newspapers, magazines 
and farm papers will be used. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co 


Inc 
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of the POPULAR Group to exploit 
UNITED ARTISTS Pictures” 


SAYS HOWARD LE SIEUR, DIRECTOR 
OF ADVERTISING AND PUBLICITY, 
UNITED ARTISTS CORPORATION 


a | capitalize on the 


“When United Artists releases a picture it’s my 
responsibility to see that millions of people know about 
it. Naturally, we are big users of mass magazines . . . 
but each magazine we use is selected by ourselves and 


our advertising agencies with the greatest care. 


rib **The soundest way we have found to do this, is to 

adver- 4 . : : 

beer ge | select these mass magazines by their editorial appeal . . . 

* then buy the leaders in each field. In fiction we recognize 

"senoo.| The POPULAR GROUP as No. 1... and use it regu- 

| Corp., ea 

cries arly to reach millions of people who go to the movies SSH ie 

os b~ 7 d : f d st ” 

s n- 

Los An-) or read a magazine for a good story. 

Angeles; 

llywood; 

Mission 

a, Cal.; 

\lywood; 

; Schalk 

es: Sta MORE AND MORE TOP ADVERTISERS ARE BUYING EDITORIAL APPEAL 

Yogurt 

T Food United Artists, Emerson Drug, National _ force for advertisers in the fiction field. And 
Distillers and other leaders select mass at $1.20 per page per M one of the most 
magazines this way. dollar-wise buys you can make among all 

, mass magazines. 

Pace They know there is only one mass market— 9 

»sident even though it is served by 57 magazines 

rae with a million or more circulation. But by 

ional classifying these 57 magazines into natural 

_ Vice editorial groupings, they find there are actu- 

ie Hil- ally only eight different types of editorial 

es appeals. This vastly simplifies the media 
buyer's job by allowing him to pick and 

en choose among 8 homogeneous groups rather 

 Inc.,| than among 57 unlikes. 

of the! 9 THE 8 MAGAZINE AVENUES TO THE MASS MARKET. 

Amer-) E One of these appeals is fiction . . . and New booklet fully describes a method of media selection 

: 4 ‘ hat classifi ines by the eight basic editorial 

Turek, a BIG PROMOTION FOR “THE BIG WHEEL.” This is a scene from United Artists’ POPULAR, with 2,150,000 Capes (A.B.C. pone gaa ae alan ation aiasiienay ait ae 

Fen ' newest production, “The Big Wheel,” starring Mickey Rooney and Thomas Mitchell. guaranteed) moving off the stands every a sey =the Cell or write the nearest 

gZ Ser-. A sure-fire hit with Popular’s entertainment-minded readers! month ... has long been the most potent 

0.» TO- 8 

dail ONE OF THE BASIC WAYS TO GO TO MARKET... 

s, lan- 

eaters, 

eaters. 

azines 


205 EAST 42ND STREET, NEW YORK 17,N.Y. © 


333 NO. MICHIGAN AVE., CHICAGO 1, ILL. «+ 


Popular FICTION Group 


MAGAZINES OF ADVENTURE, ROMANCE, MYSTERY, 
SPORTS, RAILROADING, DETECTIVE AND WESTERN TALES. 


427 WEST FIFTH ST., LOS ANGELES 13, CALIF. 


* 617 MONTGOMERY ST., SAN FRANCISCO, CALIF. 


Prepared by Royal & deGuzman 
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Ryan Named Chairman of NAB 
Broadcast Advertising Unit 


William B. Ryan, general man- 
ager of KFI, Los Angeles, was ap- 
pointed chairman of the broadcast 
advertising committee set up by 
the National Association of Broad- 
casters last week to supervise the 
Broadcast Advertising Bureau. 

Other committee members are 
Gordon Gray, vice-president of 
WIP, Philadelphia; F. C. Sewell, 
general manager of WLAC, Nash- 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past 55 years. 

90 Fifth Ave., New York 11 
OR 5-3523 


ville; Howard Lane, director of 
broadcasting, WJJD, Chicago; and 
Frank U. Fletcher, co-owner, 
WARL-FM, Arlington, Va. Robert 
D. Enoch, general manager of 
KTOK, Oklahoma City, and chair- 
man of the original Broadcast Ad- 
vertising Bureau committee, was 
named an alternate on the com- 
mittee. 


NY Agency Names Pastel V. P. 


Alfred R. Pastel, a vice-presi- 
dent and advertising director of 
Esquire Inc. and publisher of Ap- 
parel Arts until 1947, has been 
named a vice-president of Alfred 
J. Silberstein-Bert Goldsmith Inc., 
New York. 


Appoints Murray-Duffus 


Murray-Duffus, Richmond, has 
been appointed to handle the 1950 
Tobacco Festival. 


NBC, CBS, Mutual 
‘49 Leaders Show 
P&G, D-F-S Ahead 


New YorK—Reports from three 
of the four major radio networks 
covering billings for 1949 indicate 
that Procter & Gamble Co. retained 
its position of long standing as 
broadcasting’s No. 1 sponsor. 

P&G was the top advertiser on 
National Broadcasting Co. with an 
expenditure of $6,500,000 for six 
shows. The soap manufacturer also 
led Columbia Broadcasting Sys- 
tem’s list as backer of 12 programs. 

The agency sweepstakes also 
gave the lead to 1948’s winner-— 
Dancer-Fitzgerald-Sample. The 
agency was first on Columbia and 


NBC. (See story on Page 1.) 
The NBC leaders were: 


ADVERTISERS 
NS es $6,500,000 
Sterling Drug .................... 4,000,000 
General Foods Corp. ........ 3,700,000 


Miles Laboratories 3,500,000 
American Tobacco Co. .... 2,290,000 
Liggett & Myers 


oeeeeeeeee 


BORNEO GO. visinecereitbecesces 2,270,000 
Whitehall Pharmacal 

pt Seat ai bere eee 2,265,000 
Colgate-Palmolive- 

5 2,050,000 
National Dairy 

Products Corp. ............+. 2,000,000 
R. J. Reynolds 

OIE Ne ticanccsicssiccine 2,000,000 

AGENCIES 

Dancer-Fitzgerald- 

ee $6,500,000 


For Manufacturers of 


in this industry and 
their advertising 
agencies. For all 
others, price is $2.50. 


Here are Your ft \ (\ T'S oy 7 | 


Plan now and plan wisely for 1950! Determine your sales quotas for the coming year this simple, de 
way. The new edition of “DOMESTIC ENGINEERING Market Possibilities by States 


>< PLUMBING and HEATING PRODUCTS 
YAIR CONDITIONING and REFRIGERATION 


Y<KITCHEN and LAUNDRY EQUIPMENT 


and SPECIALTIES . 


ee 


DOMESTIC | 
> ENGINEERING 


¥ 


Htomplied by 
tig) rRAiet AVENUE 


PARETTING AND RESEARCH SUREAU, 


Aiton ol DOMESTIC ENGINEERING PUBLICATIONS. 
a wg, CVAD Nb fen 


ee Mee we arte 
Ss Me ee cy 
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MARKET 
a 
5 SINE " 


ITY! 


ndable 


is another one of the many 


services by which DOMESTIC ENGINEERING assists the manufacturers in its industry in the marketing of their 
products. Copies of this sales quota booklet will soon be available. Be sure to order your copy without delay. 


These Are Some of the 


Questions It Answers 


1. 
product in 1950? 


2. What should your sales quotas be for 


each state? 


3. What portion of this market is in new 
construction, remodeling and replacement? 


. What geographical factor influences the 


What are the sales potentials for your 


New Facts, New Figures, 


New Charts 


This completely new edition of “DO- 
MESTIC ENGINEERING Market 
Possibilities by States”, contains more 
than three times as much information 
to assist you in your marketing anal- 
yses than any previous edition. This 


Again Domestic Engineering 


Serves the Industry 


industry .. . 


Sixty years ago DOMESTIC ENGINEERING was estab- 
lished to serve all branches of the plumbing and heating 
the manufacturer, the manufacturer’s repre- 
sentative, the wholesaler and the contractor dealer. For the 
past ten years DOMESTIC ENGINEERING has been devot- 
ing an increasing amount of attention to showroom and 
specialty selling. More and more manufacturers of this 
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Batten, Barton, Durstine 

pa, 5,000,000 
Benton & Bowles ............. 4,500,000 
Wade Advertising 

SEE RE 3,500,000 
I I Ni iii icinsetascnons 2,500,000 
Newell-Emmett Co. ........ 2,270,000 
Duane Jones Co. ............ 2,000,000 
William Esty Co. .............. 2,000,000 
Compton Advertising ...... 1,900,000 
J. Walter Thompson Co... 1,700,000 


ws Billings by advertisers were not 
released by Columbia, which gave 
the following as its leading spon- 
sors: P&G, Lever Bros., General 
Foods, Campbell Soup Co., Liggett 
& Myers, Whitehall Pharmacal Co., 
Gillette Safety Razor Co., Miles 
Laboratories, Colgate-Palmolive- 
Peet, and American Tobacco Co. 

Agency leaders on CBS: Dancer- 
Fitzgerald-Sample, Foote, Cone & 
Belding, BBDO, Young & Rubi- 
cam, Compton, Newell-Emmett, 
Benton & Bowles, Ward Wheelock 
Co., Ruthrauff & Ryan and Mc- 
Cann-Erickson. 


ws Mutual has released its 1949 
list of advertisers and agencies and 
the amount spent by each during 
the year, according to December 
estimates. 

Following are the top ten in each 
category: 


AGENCIES 
» |Cecil & Presbrey ............. $1,872,202 
-| Wade Advertising ............ 1,459,329 
J. Walter Thompson Co. ..1,211,655 
McCann-Erickson. ............ 1,066,566 
Sherman & Marquette .......... 956,559 
eB eee 919,124 
Gardner Advertising. ........... 864,449 
Benton & Bowles ............00+ 757,195 
Kudner Agency .........:ss00 688,810 
Grey Advertising ................. 580,082 
ADVERTISERS 

Miles Laboratories .......... $1,316,129 
Philip Morris & Co. ............ 1,310,050 
Johns-Manville Corp. ...... 1,211,653 
Ralston-Purina Co. ............ 1,196,956 
Ronson Art Metal .............. 1,142,964 
National Biscuit Co. .......... 1,066,566 
Quaker Oats CO. nccoccssscescceess $56,559 
BRAVE Cigars INC. ...ccccccecesees 919,124 
General Foods Corp. ............ 757,195 
Ms We ROMOOOD CB, ccccccccsccensered 688,810 


Leading advertising and agency 
spenders on American Broadcast- 
ing Co. will be released later. 


NAB Issues Data on FM 
Potentialities in Washington 

National Association of Broad- 
casters, in a special FM study sent 
to FM station members, estimates 
that the potential FM radio audi- 
ence in the Washington metro- 
politan district is 51,282 families 
of 179,487 persons. The actual FM 
audience in metropolitan Washing- 
ton on an average day is 102,200 
persons, the study says. These 
listen to FM broadcasts 106 min- 
utes a day, on the average, and 
87.2% of them say FM reception is 
worth the additional cost. 

The study, based on a survey 
using diary study and interview 
techniques, , serures between 
Oct. 15 and 31, 


AVAILABLE OFFICE SPACE 


Outstanding Chicago loca- 
tion, unusually fine building 


sale of your product? 
What are the major outlets for your 


equipment have come to realize the importance of the 


twenty page booklet offers usable 
DOMESTIC ENGINEERING Reader as a sales outlet for 


statistical data never before available 


on North Michigan Avenue. 


product? 4 a electrical and gas appliances, such as washing machines, — . i 

. How has your market changed in the past in one place. This sales tool is indis- ironing machines, refrigerators, ranges and other laundry Distinguished address 7 
decade? pensable for manufacturers of prod- and kitchen products. This highly developed sales technique with excellent facilities. 5 

7. How can you reach this market most ts for this industry. It is scheduled _ js also reflected in the increased volume of sales in plumb- x ‘ 
effectively? for release January 15, 1950. ing, heating, and air conditioning as well. For advertising agency, / 
a < angmenoes How effective the use of this sales quota booklet may be to you is largely occupancy of entire build- | 


dependent upon the extent and methods you use to promote your product in ing available. 
connection with your overall sales planning. In this direction the numerous 
services of the DOMESTIC ENGINEERING organization are designed to assist 
you in every possible way. If you are not familiar with these services and how you 


can use them to fullest advantage write direct or consult your advertising agency. 


Attractive lease at rea- 
sonable rent, 5200 to 15000 
square feet. 


Baird & Warner, Inc. 
215 N. Dearborn St. 
Chicago 1, Illinois 


vo WEATING 818 CONDIT/ CHINE ROOTING 


Walter A. Warren 
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100,000 
= Now 
100,000 
ange AMERICA’S MOST COMPLETE ANALYSIS OF 
ye READER QUALITY AND READER INFLUENCE... 
ape FOR THE FIRST TIME A 
re not 
1 gave & e 
spon- ; 
eneral | 
viggett ' 
al Co., 
Miles . 
olive. | 
Co. | 
ancer- 
one & amen | anaes | 
Rubi- 
nmett, 
eelock of More Than 1,403,000 Farm Magazine Readers | a 
C- ; 
or the first time by amy magazine, FARM and RANCH | 
eae with SOUTHERN AGRICULTURIST gives you the | 
aang complete facts on reader quality and influence in the big | 
em : : . ‘ 
; | South-wide market... with its brand new “SAMPLING IN | 
n each DEPTH” Survey. | 
72,202 Prepared under the direction of Dr. Charles F. Sarle of Wash- | 
ory ington, D.C., this new survey is the most complete, comprehen- | 
66 566 | sive subscriber study ever prepared for a farm publication. It 3 
eH drops the plumb line to the very bottom to get all the answers 
64,449 —to get the ‘“‘No’s” as well as the “‘Yes’s” —to get a 72% actual 
ane return from a perfectly cross-sectioned and adequately sized 
80,082 group of 14,415 subscriber households. 
16,129 FARM and RANCH with SOUTHERN AGRICULTURIST will bring | 
yt you the results of this survey — give you facts and figures on | 
96,956 the Southwide Farm Market that have never before been | 
my revealed. It will show you what the answers are when a survey | 
56,559 goes to the bottom of the circulation pile—instead of skimming | 
pre off the top for the cream! This SAMPLING IN DEPTH sur- | 
ae - vey will give you invaluable information to help you reap a 
; . . 
- mend golden harvest from the big, rich SOUTH-WIDE market. It’s 
: America’s most unusual survey — ASK FOR IT! 
| | 
on Farm and Ranch with Southern Agriculturist | | 
ee gives you a 1,275,000 Guaranteed Circulation in 
mates the big South-wide market... 175,000 more 
audi- circulation than any other weekly or monthly 
— ABC magazine, rural or urban, in the 15 
FM Southern States! | 
2.280 WESTERN EDITION . . . EASTERN EDITION | 
These Each with complete editorial staffs in both Dallas 
we and Nashville for top service to our readers and 
ion is our advertisers. The best advertising buy, either 
separately or combined, that is available to cover 
ee the South-wide farm market. One advertising 
ead rate — one advertising plate for both editions 
means savings for you in space and production. Call your Farm and 
“> Ranch-Southern Agri- 
. culturist representa- 
CE FARM and RANCH with SOUTHERN AGRICULTURIST is new from cover to cover — it fits and suits the tive. He will give you 
ra- NEW SOUTH. Put it to work for you for better coverage, bigger returns and greater profits! the facts on this 
ne Sampling in Depth 
ue. survey. 
2SS 


at “SOUTHERN == 
: | [GULTURIS! 


DALLAS, TEXAS 
NASHVILLE, TENN. 


in Nashville « Dallas © Atlanta *© Chicago © New York * Los Angeles 


Offices 
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Advertising Age, January 9, 1950 


Plymouth Schedules 
Largest Postwar Ad 
Push for New Cars 


Detroit—The Plymouth division 
of Chrysler Corp. on Jan. 12 will 
introduce its new line of cars and 
at the same time will launch its 
largest postwar advertising cam- 
paign. 


Walter Stuckslager Joins 
Henri, Hurst & McDonald 


Walter N. 
Stuckslager, for- 


Conover-Mast Names Dix V.P. | Ford Dealers Do a Saturation Job 
Arthur H. Dix, director of re- 


search of Conover-Mast Publica-| for 2 Weeks on CBS, Mutual Webs 


tions, New York, has been named 
a vice-president. New York—For a couple of| will be likely to hear a Ford com-|merly western 
ag ARTE SB A Penn weeks, at least, Columbia Broad-| mercial. advertising man- 
tion Operations, a Conover-Mast casting System and Mutual Broad- Ford Dealers’ bulk purchase on — of by ey 
publication. He succeeds Joseph casting System will have very little | CBS includes two sessions of “Lum | has Joine enri, 
Mehr, who will continue with the| sustaining time on their hands—/|and Abner” and a dance orchestra, agg fl 
company in a consulting capacity. | thanks to the Ford Dealers of Am-|and one of “Phillip Marlowe,” — ere Pe 
erica, who have bought 22 pro-| “Young Love” and “Escape.” pacity. Prior to 
Whitehill Systems to Bobley grams to publicize the new 1950} On Mutual the automobile deal-| joining Esquire 
Bobley Co., New York, has been | Fords. ers will sponsor two broadcasts of/in 1943, Mr. Ads in daily newspapers in all 
named by Whitehill Systems Inc.,| The special network schedule|“Can You Top This,” “Mutual! Stuckslager was cities where Plymouth dealers are 
New York, to handle the advertis- | started Wednesday and will con-! Newsreel,” “Hawaii Calls,” “The| with Conde Nast W. N. Stuckslager| located, leading weekly magazines, 
so for ——— omens book-|tinue through Jan. 17. This, plus| Saint” and one broadcast each of a ee + és ein radio spots in 200 cities and tele- 
Seping systems and the neW | the saturation spot campaign cov-| six other shows. will serve the Chicago agency in| vision spots in all television areas 
femetehil! tasm bookkeeping serv- ering approximately 600 stations, Newspapers and television also merchandising and other capa- will spearhead the campaign. 


; Re ter ¥ iti i q 
ley ng me ga yg eae will mean that anyone who turns| are expected to figure significantly — A follow-up drive will utilize 
used. on his radio during the campaign|in this introductory drive, which Appoints McKim Agency more than — — Sunday 
is handled by J. Walter Thompson a, newspapers, WwW an our-color 
Co. St. Williams Preservers Ltd.,| advertisements in general consum- 


Simcoe, Ont., has named McKim : aa 
Advertising Ltd., Toronto, to di- er magazines, television spots, and 


To Strauchen & McKim Agency | rect the advertising for its new line 24-sheet posters in nearly 1,000 
Strauchen & McKim Advertis-| of fresh fruit product pie fillers. A| Cities and towns throughout the 
ing Agency, Cincinnati, has been| test campaign will be launched in | ation. 
retained by Randall Aluminum| western Ontario, prior to entry into The campaign opens with a pre- 
Awnings, Cincinnati; Hanco Co.,| general markets. Newspapers, ra-| announcement ad of from 1,744 
Cincinnati, truck bodies; and Dean| dio and direct mail, plus point of |}ines to 800 lines in daily news- 
Hill Pump Co., Indianapolis. sale display, will be used. papers of cities of 10,000 and over. 
This will be followed by an an- 
nouncement ad of the same size in 
dailies in all Plymouth dealer 
points. 


The DIRECT SELLING LEGION - 50,000 STRONG! 


Greatest Single Organized Force in a 


MULTI-BILLION-DOLLAR MARKET + Founded and Sponsored by 


SPECIALTY SALESMAN MAGAZINE 


WRITE TODAY FOR FACTS + Rm. 812, 307 N. Michigan, Chicago 1 


ws Announcements also will be 
carried in Collier’s, Life, Look, 
Newsweek, The Saturday Evening 
Post and Time. Teaser spots, both 
one-minute commercials and chain 
breaks, will be broadcast in more 
than 200 cities. Film spots will be 
placed in all television cities. 

The initial newspaper announce- 
ments will be followed by frequent 
ads in 1,732 dailies and in 453 Sun- 
day papers. 

In addition, Plymouth will use 
space in Sunday supplements, plus 
b&w and color pages in general 
weekly and monthly magazines. 
This will include a series on Ply- © 
mouth’s new convertible and sta- 
tion wagon. 

N. W. Ayer & Son is the agency. © 


The newspaper which pioneered 
the most dynamic new idea in 


Sunday Supplements— The Locally- 
3,000 Newspapers 


Carry Chrysler Ads 


(Picture on Page 41) 
Detroit—Exterior and interior 
styling changes emphasizing a 
“low, long and lovely look” key- 
note the new Chrysler Division ad- 
vertising, which broke last week in 
AS: 3,000 newspapers. 


Names of local Chrysler dealers 


were featured in the ads. Other 
A Food cee "=: P00, Plan that has everything 


newspaper copy will be continued 
throughout the year, John H. 
Each week there will be a complete menu utilizing products of seven advertisers. 
This will be presented in a double page, full color spread with editorial style copy. 


Edited Gravure Magazines—blazes 


the trail again. This time it’s . . . 


/Perfny Baker 2% 


° especially 
for the 


Caron, director of advertising, said. 

The Chrysler Corp. division will 
also run full-page ads in 24 maga- 
zines and farm papers, some in full 
color and some b&w. It will also 
run movie trailers in 250 theaters 
this winter and later in 500 the- 
aters. 

Painted signs will be used in 
four cities, and dealers in Cincin- 


tests and cooking demonstrations (a new com- 
bination kitchen and auditorium is being built.) 


photography, copy, food demonstrations and 
a complete merchandising service 


Food advertisers and their agencies are being contacted as rapidly as possible. 
If you are interested in learning more about this food advertising-merchan- 
dising plan contact Louisville Courier-Journal or your nearest Branham office. 


p vocaLly 


Represented nationally by the Branham Company 


EDITED” GRAVURE MAGAZINE 


The bedtevitte Conrier-Zournal Sunday Magazine 


nati, Los Angeles and San Diego 


@ The proved readership of the Courier-Journal @ The appetite appeal of a complete meal pic- will advertise Chrgsler autos on 
Sunday Magazine tured in full color ealevision. 

@ The impact of beautiful full color gravure @ Special displays of advertiser's products in gro- | 
reproduction cery stores throughout Metropolitan Louisville Appoints Ryan Agency i 

@ The advertiser's package shown full color @ Tie-ins with retail grocery ads Benere, ~o +—~ % hee 

@ Two experienced food editors @ Saturated coverage of an important food market cee dees fe caine. 

@ The active customer participation of recipe con- @ One low price buys the whole package—space, merchandising and publicity. The 


company will use 50 newspapers 
in 40 northern East Coast cities to © 
promote travel to Florida and the | 
South. In the spring, southern pa- © 
pers will be used for the return- 
from-Florida trend. The ads stress 
the fact that motorists can get a 
good night’s sleep and avoid 200 
miles of driving by an overnight 
trip on Baltimore Steam Packet 
vessels. 


IF YOU USE CAR CfRDS 
Send for FREE Sample 


“CARDISPLAY” 


* UNIQUE POINT-OF-SALE 
_  CAR-CARD HOLDER 
CARDISPLAY CO. 


1004 MARQUETTE AVE., MINNEAPOLIS, MINN 
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TWENTY-SIXTH ANNUAL 


Tist REGIMENT ARMORY 
PARK AVE. AT 34ch STREET 


Sponsored by 
WOMEN'S NATIONAL INSTITUTE 
October 14, 1949 


Dear Mr. Ellsworth: 


We wish to extend to National Comics Publica- 
tions, Inc., our most heartfelt congratulations. 


In a survey just completed by the Women's 
National Institute as a project of its Permanent 
Committee for the Prevention of Juvenile Delin- 
quency, in collaboration with women radio 
commentators, your comic magazines have taken 
top place as the choice of parents and children. 
The survey is part of a long-term program to 
encourage realistic and constructive attitudes 
on the part of the reader and the publisher of 
comic magazines. 


The 1949 award of the Medallion of Honor of the 
Women's International” Exposition will be con- 
ferred upon National Comics Publications, Inc., 
for "Constructive Advancement in Comic Books", 
during our coming 26th Annual Exposition. The 
award ceremonies are scheduled for 7:30 P.M., 
Wednesday, November 9th, at the 7lst Regiment 
Armory, New York. We earnestly hope that your 
schedule may permit you to accept the award 
personally. 


We await your response with much anticipation. 


Ve incerely, 


AU psow 
Gertrude P. Wixson, Chr. 
Prevention of Juvenile 
Delinquency Committee of the 
Women's National Institute 


Mr. Whitney Ellsworth 

Editorial Director 

National Comics Publications, Inc. 
125 East 46th St,, New York 17, N. Y. 


"FOR CONSTRUCTIVE ADVANCEMENT 


IN COMIC BOOKS" 


We of The National Comics Group 
deeply appreciate the endorsement of the 
Women's National Justitute. 


We are pledged to continue as a 
constructive force in the lives of our readers. 


EDITORIAL ADVISORY BOARD 

Dr. Lauretta Bender, Assoc. Professor of Psychiatry, New York University 
Josetta Frank, Child Study Association 

Dr. W. W. D. Sones, Professor of Education, Univ. of Pittsburgh 

Dr.’S. Harcourt Peppard, Dir. Essex County Juvenile Clinic, Newark, N. 1. 


THE NATIONAL COMICS GROUP 


represented by 
RICHARD A. FELDON & COMPANY, INC. 
205 East 42nd Street, New York 17, N. Y. 


CHICAGO * LOS ANGELES * SAN FRANCISCO + PORTLAND 
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Waiting Period Ends Mid-’51 


In the sale of Radio & Television 
Retailing, published by McGraw- 
Hill, to Caldwell-Clements in 1942, 
McGraw-Hill agreed not to pub- 
lish another paper in the radio- 
TV field before mid-1951, and not 
mid-1950 as was reported in AA’s 
story on the Caldwell-Clements 
case against McGraw-Hill Dec. 26. 


Sun-Maid Promotes Neatus 


Carlis H. Neafus, assistant sales 
manager and advertising and sales 
promotion manager, has been ap- 
pointed general sales and adver- 
tising manager of Sun-Maid Raisin 
Growers of California, Fresno. He 
has been with the organization 
since 1925. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


11 E.WALTON PLACE - CHICAGO 11 


rag 
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Problem: Did Donnelly Give Sally 
the Adclub Prize, or Didn‘t He? 


Boston—This is the story of Ed- 
ward Donnelly, Sally Backman, 
the Boston Advertising Club and 
an outdoor board. 

Miss Backman won the poster- 
board at the club’s Christmas 
party. That is, she won space for 
a 24-sheet poster for a month. 

She didn’t know what to do with 
it. She thought of using it to assist 
in Vassar’s fund drive. Miss Back- 
man, 21, is a Vassar senior. As she 
left the party with her father, 
Kenneth Backman, manager of the 
Boston Better Business Bureau, the 
issue of what might be done with 
the 25x12’ sign still wasn’t settled. 

Edward and John Donnelly had 
donated the sign in the belief that 
some adman would win it, and use 
it for some favorite product. 


ws After a family conference in the 
Backman home, the poster was to 


be given to charity. Miss Backman 
thought the March of Dimes would 
be best, remembering last sum- 
mer’s polio epidemic. 

So she inquired as to whom she 
should see to donate her prize, and 
came at last to Charles Kurtzman, 
New England director of Loew’s 
Theaters, an annual leader in the 
March of Dimes drive. He thought 
the board was a fine gift. He said 
she should formally present it to 
the chairman of advertising for the 
1950 drive. 

“Certainly,” said Sally. 
who is he?” 

“Ed Donnelly,” Mr. Kurtzman 
gleefully told her. 


WWDC GETS WTOP’S 

TIME IN FEBRUARY 
WASHINGTON—The “prime aged 

in the audience” Class A station 

break which WTOP, 50,000-watt 


“And 


CBS outlet, contributed to the 
jackpot of door prizes at the Wash- 
ington adclub’s annual Flowing 
Bowl shindig isn’t going to waste. 

As reported in AA, Dec. 26, the 
spot, worth $60, was won by Nor- 
man Reed, program director of 
WWDC. 

WWDC said last week that it 
expects to claim the 7:30 p.m. 
Sunday period immediately after 
Jack Benny—some time in mid- 
February. 

The message: A reminder that 
WWDC is moving from 1250 kc to 
1450 ke, with 5,000-watt power 
that will make it Washington’s 
most powerful independent. 


‘Capt. Video’ Gets Sponsor 


Walter H. Johnson Candy Co., 
Chicago, will sponsor the Monday 
telecast of the daily serial, “Cap- 
tain Video,” starting Jan. 23 over 
DuMont. Time on five stations was 
bought through Franklin Bruck 
Advertising Agency. The 30-min- 
ute program is one of DuMont’s 
highest rating kid shows. 


On your products, distributor’s trucks, dealer windows, counters — 


wherever free space exists, PF decals deliver brand name impact, 


turn product identification into sales! 


Franciscan Plans | 
Full Leadership — 
in Dinnerwares 


(Continued from Page 1) 
and 10% institutional,” Mr. Wal- 
ton declared. 

Consumer ads will aim chiefly 
at medium-income families. It’s 
believed that this group can af- 
ford good china and might buy 
far more than it ever has. (Glad- 
ding, McBean prices range from 
$36 to $200 per dozen.) Copy will 
stress that good china, like sterling 
silver, improves in appearance 
with use, and that good china is 
less susceptible to breakage than 
other types of dinnerware. 

Helen Alexander will continue 
the company’s department store 
promotion, setting up “Franciscan 
Weeks,” a successful device used 
in 1949. 

Gladding, McBean & Co. has op- 
erated for 75 years, originally pro- 
ducing refractories for industry. It 
did not make earthenware until 
1934 or china until 1942. Most 
of the dinnerware is sold through 
department stores, with jewelry, 
gift, specialty and home furnish- 
ings stores also serving as outlets. 
Some earthenware is also sold via 
hardware stores. 


elle 


es The company will expand its 
promotion of tile, refractories and 
ceramic veneer. Distribution of 
these is largely in the West and 
regional publications will be used. 

Sunset will carry full-color pages 
for the tile, each ad featuring a 
specially designed home. Ads stress 
that tile is still modern in homes. 
Now being offered is a handbook 
with plans so exact that an archi- 
tect can trace them right into his 
own plans for a house. An acetate 
grid makes it possible to see how 
color combinations would look in 
rooms, shown in perspective. Bus- 
iness papers will carry some ads 
on the tile and others for ceramic 
veneer, a machine-made terra 
cotta. 

The refractories will be adver- 
tised in 14 trade publications, each 
to reach a different industry. The 
product is sold to companies in 
many industries which use furn- 
aces. Gladding, McBean’s name, ex- 
perience, technical knowledge and 
facilities will be stressed. 


Plain Names Bridges A. M. 
Leonard Bridges, formerly di- 
visional sales manager of Mont- 
gomery Ward & Co. and account 
executive of Fulton, Morrissey Co., 
has been named advertising man- 
ager of John Plain & Co., Chicago, 
mail order distributor of gifts and 
housewares. ; 


Bissell to Honeywell 

Herbert Bissell has been ap- — 
pointed executive in charge of the 
advertising, sales promotion and 
merchandising departments of 
Minneapolis-Honeywell Regulator 


Co., Minneapolis. He was formerly 
general advertising manager of 
Electric Auto-Lite Co., Toledo. 


PLAYTHINGS 


covers the / 


® ONLY ABC Toy Publication! 
© 46 Years... the OLDEST! 
© Carries MORE ADVERTISING 
by More individuel — 
Advertisers! ee: 
AMERICA'S No. 1 Toy nina 


“McCREADY PUBLIBHING CO.” 
7 Vard St ii Woe th ot 


learn new ways... 


for PF decals to sell your products. See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus 
samples of PF decals. Remember, they’re tailormade — special 
PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 
Write Palm, Fechteler & Co., 220 W. 42nd St., New York 18, N. Y., Dept. AA 


PALM, FEGHTELER & CO. 


NEW YORK + E. LIVERPOOL, OHIO - CHICAGO 
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TWERE'S ONLY 1 We. 1 MARKET In 


- 


Plus Adjacent Bonus Counties in Kansas, Missouri and Arkansas 


Yes, KVOO, 
homa’s richest 
addition, 
Kansas, Missour: 
stituting @ part of 


— 


dayume area. 
KVOO is a 


of that market! 


as 


Hooper reports the overall rating in Tulsa 4s 42.9 for 
KVOO; 248 for Station "B”; and 19.5 for Station “C” 


dur 


ros KVOO ALONE BLANKETS THIS RICH MARKET 


adjoining rich counties ia 
tory, are within KVOO's 50-100% BMB 


which is planned wo sell Oklahoma's 
richest market plus the bonus counties 


Advertisers are 
DESERET NEWS 
Important things have happened in the Mounain Wew 


tong lenage gasns or losses un the three Salt Lake news 
papers for the first 8 months of 1949 over 1948 


alone, blankets Obla- 
No. 1) market! Io 


and Arkanses, com 
the Tulsa Trade Terri- 


must on any schedule 


fess 
The Ne, te SS ed 
oe See am eet sf 


turning to the 


ing the past few months! Here « the record of adver 


PEF HOY 


Abdio stati 


APWARD FETE AMD CO. WHC. NATIONAL 


3} 


OKLAHOMA S CREATEST STAI 


aera a 4 


This Service-Ad from the 1949-1950 
Edition of CONSUMER MARKETS was 
featured in sros advertisements in 
ADVERTISING AGENCY, BROADCASTING, EDI- 
TOR & PUBLISHER, PRINTERS’ INK, SALES 
MANAGEMENT, AND TELL. 


TV NOW AVAILABLE! 


in 
EDIT 


SEE KHMO FOR NEW SURVEY 
COVERING LISTENING HABITS 
IN 38° COUNTIES OF MISSOURI, — 
ILLINOIS and IOWA 


Yes, it'll poy you to see the new June, 1949 Con 
of listening habjfs just completed in the Ts 
Missouri, Iilinois and lowa This report ¢ 

leading to | time bu 


lan Study 


ie 


A copy of this survey is availoble on r 
nearest! Pearson office or write KHMO 


std oma mit sos ct GRIT 
pn Mg Syn dno hy 
7 READER SURVEY 
eporting band 
preferences of 
TRUE SMALL TOWN 


AMERICA! 


KH 5000 WATTS am 
1000 AT NIGHT e 4 


LOCATED 120 MILES FROM ST LOUIS IN HANNIBAL, MO oe 
oe 


% 


This Service-Ad from the 
srds Radio Section was fea- 
tured in sros advertise- 
ments in BROADCASTING AND 
SPONSOR. 


This Service-Ad from the 
serps Consumer Magazine 
Section was featured in an 
skbs advertisement in TIDE. 


~ This Service-Ad from the 
_ Newspaper Section was featured 


THE DESERET NEWS SHOWS 
SUBSTANTIAL GAIN IN LINAGE 
1949 over 1948 — First 8 Months 
Papen “A” paren 


Serves the evame Wor Detly & Sendeoy 
Ravond Representative: Cremer 6 Weedward, bus 


an sRDdS advertisement in 


OR & PUBLISHER. 


american 
hairdresser 


This Service-Ad from 
the srpos Business Publi- 
cation Section was 
featured in an srps 
advertisement run- 
ning in PRINTERS’ INK. 


The five Service-Ads shown here ran near the listings of these 


media in their respective Sections of S 


RDS—where most buyers 


of media look for information they need when they're considering 


markets and media. 


SRDS featured each of these Service-Ads in its own trade paper 
advertisements, reminding buyers of their value as sources of 


additional information. 


TE 


Loss-gap-itis is a media selling disease. 

Its symptoms are a loss of advertising that 
should have been held; cancellations by 
old advertisers who should have stuck; in- 
ability to add new advertisers who “be- 
long.” 

Its principal cause is a deficiency in the 
supply of relevant media information to 
buyers of media, due to breaks (loss-gaps) 
in your lines of communication with them 
at times when they’re comparing oppor- 
tunities in your field and considering which 
media to use . . . or settling differences of 
opinion about markets and media... or . 
revising lists and schedules . . . or other- 
wise deciding where and in what to invest 
their advertising dollars. 

Its prevention is more effective and far 
more economical than its cure. 


How to prevent lossgapitis 


If you keep the people who are responsible 
for selecting and buying media (media buy- 
ers particularly, and advertising managers, 


and account executives) thoroughly in- 
formed at all times about how your medium 
can help them sell their products, you'll 
escape demoralizing attacks of lossgapitis. 
Service-Ads play a predominant role in 
the prevention of lossgapitis. 

Service-Ads are ads that supplement and 
expand a medium’s regular listing in 
STANDARD RATE with useful information 
that sells by helping buyers buy. 

Each month, scores of Service-Ads, like the 
ones shown on this page, present the essen- 
tial elements of media sales stories to the 
people who are responsible for building 
lists in every agency that handles national 
advertising and in nearly every important 
company that advertises nationally. They’re 
on the job at many crucial times when buy- 
ers of space and time need information, but 
quick ... and SRDS is their immediate and 
frequently their only source of reference. 
Write the nearest SRDS office for the de- 
tailed story of how Service-Ads help stop 
lossgapitis ; how they sell by helping buyers 
buy. 


media advertising medium, 


1. SRDS does not just 
buyers. Buyers reach for it. 


2. In SRDS you do not seek to 
interest buyers in your media infor- 
mation. Here, buyers SEEK infor- 
mation about your medium. 


“reach” 


3. In SRDS you need not divert 
promotion dollars to costly artwork; 
nor waste space on attention-getting 
devices. Buyers want useful infor- 


FOUR POINTS that make SRDS a good, economical 


different from any other: 


mation in these pages, arranged in 
simple, orderly fashion to help them 
buy wisely, without wasting time. 


4. SRDS covers ro counter display 
specialists; few retail store advertis- 
ing people. National buyers of space 
and time only are the regular users 
of SRDS (media buyers, advertising 
managers, account executives) —the 
people most concerned with market 
and media selection. 


2 Aids to media selling 


The purpose of the SPOT RADIO PROMOTION HANDBOOK 


and the BUSINESS PAPER PROMOTION HAND 


to help you increase time or space sales and reduce sales costs. 


They’re two of a series we’re developing from dept 


of media buying practices and needs. Each deals with all the 
major media-selling tools (salesmen, direct mail, publication 


advertising) in terms of which parts of the selling 
can perform best. The two handbooks illustrated are 


from SRDS now at $1 a copy. Other Handbooks will be an- 


nounced as they are completed. 


BOOK is 


h studies 


job each 
available 


AND DATA SERVICE 


The National Authority Serving the Media Buying Function 
Walter E. Botthof, Publisher 
333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 


NEW YORK «+ SAN FRA 


NCISCO + LOS ANGELES 
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f S Do you nate a bow 
Look now 


IN THIS 
NEW 
REPORT __ 


and see! 


Your ad gets intensive reading—and a better chance 
to Move the Goods—in The Chicago SUN-TIMES! 


READERSHIP OF NATIONAL ADVERTISING READERSHIP OF LOCAL ADVERTISING 
BY MEN BY WOMEN BY MEN BY WOMEN 


CHICAGO CHICAGO CHICAGO CHICAGO 
MEDIAN MEDIAN MEDIAN MEDIAN 
SUN-TIMES = 133 stupies «SUN-TIMES ~— 133 stupiES SUN-TIMES 133 stupies «SUN-TIMES ~— 133 stupiES 


See 
_ TOTAL CIRCULATION — 


629 179 ma Chicago’s 2nd-largest newspapers t 
ya | 


AVERAGE NET PAID DAILY ’ 


211 W. WACKER DRIVE, CHICAGO 6 
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a top-ranking ad ? 


The new Continuing Study of Newspaper Reading survey of The Chicago SUN-TIMES has 
just been delivered to you or your advertising agency. 

It lists 21 retail and general ads in The Chicago SUN-TIMES which received readership 
ratings among the ten highest ever recorded in their categories in 133 newspapers studied to date. 


Did you create one of these highest scoring ads? 


6 7 N f R A L Ranked by Per Cent of Readership or by Size-Equalizing Index, among all ads in like cat- e f T A | | 
egories in 133 Continuing Study of Newspaper Reading studies of different newspapers. 


An INSURANCE ad ranks first to set a new high. 
Yours? 


An ELECTRIC BLANKET ad ranks third under Public 
Utilities. 


A COFFEE ad ranks third in the Groceries-Bever- 
ages classification. 


7 
C 


A CIGAR ad ranks fourth for all Tobacco Products 
ads in CSNR studies. 


A NEW CAR ad ranks fifth in the Automotive 
classification. 


A CLEANSER ad ranks seventh for Soaps & 
Cleansers. 


A TELEPHONE COMPANY ad ranks eighth in 
the Public Utilities category. 


A BAR AND FLAKE SOAP ad ties for eighth place 
under Soaps & Cleansers. 


A GRANULATED SOAP ad ties for eighth place 
under Soaps & Cleansers. 


A TEA ad ties for ninth place in the Groceries- 
Beverages classification. 


IMPORTANT NOTE: The Chicago SUN-TIMES had no part 
in making this survey or in evaluating its findings. 

The study was independently conducted by Publication Re- 
search Service under supervision of the Advertising Research 
Foundation. 

The Foundation is sponsored jointly by the American Associa- 
tion of Advertising Agencies and the Association of National 
Advertisers. It conducts the continuing study of Newspaper 
Reading in co-operation with the Bureau of Advertising of the 
American Newspaper Publishers’ Association. 


\ \ 
NWS A WOMEN’S RAINCOAT ad ranks first—a new 
\\ We high for Dep't. Store-Basement ad readership. 


A NIGHTGOWN ad ranks third in the Women's, 
Children’s Clothing Store classification; 10th for 


HK all retail ads. 


A LIQUOR ad ties for third-highest readership in 
its classification. 


A WOMEN'S SHOE ad ranks third in Boots & 
Shoes—Women's & Children’s. 


A TELEVISION ad ranks fifth for all Electrical 
Appliance ads in 133 CSNR studies. 


A DRESS ad ranks sixth in the Women’s, Chil- 
dren’s Clothing Store classification. 


A WOMEN’S SHOE ad ranks sixth among all 
women’s shoe ads surveyed in 133 studies. 


A DRESS ad ranks eighth in the Dep't. Stores- 
Basement classification. 


A TELEVISION ad ranks ninth in the Electrical 
Appliance category. 


A SHOE ad ranks ninth among the 10 highest 
scoring women’s shoe advertisements. 


A SHOE ad ranks tenth in the Men's Boots and 
Shoes division. 


Study 133 uses exactly the same techniques and yardsticks of 
readership as employed in the 132 preceding studies of other 
newspapers. The Chicago SUN-TIMES is the LARGEST 
NEWSPAPER covered by any Continuing Study of Newspaper 
Reading to date. For that reason, Study 133 is based on a 
sample TWICE AS BIG as any hitherto used in a Continuing 


ers thoroughly-read . . . one reason why 
a6 eo 


TIMES move the 


NEWSPAPER 


1) UN 


THE PICTURE 


Study survey of a weekday issue. 
goods . 


250 PARK AVENUE, NEW YORK 17 
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What's the Ideal Frequency? 


The question which seems to be intriguing a good number of tele- 
vision advertisers at present is that of frequency. The demands of the 
medium are causing a number of advertisers and agencies to wonder 
whether it is possible, and advisable, to carry over into this new me- 
dium the customary once-a-week schedule for major shows, or 
whether it might not be better to move to an every-other-week basis. 

What makes this question so intriguing is that no one knows. 

Frequency and continuity, two concepts which are among the most 
sacred of all sacred cows in the advertising business, are also, strange- 
ly enough, the two concepts about which least is known. It is high 
time that some serious and concerted effort were devoted to finding 
something out about them. : 

Even in radio, which has admittedly done the best job of any major 
medium in forcing a modicum of continuity on advertisers, the con- 
tinuity is more apparent than real, because it still extends over only 
39 weeks of the year, leaving a vacuum of 13 weeks which is charac- 
terized by that peculiar concept of nothingness called a “hiatus.” 

In other media, frequency is a by-guess-and-by-golly matter. What 
attempts there have been at developing frequency concepts have been 
manufactured out of whole cloth, like the notion that the problem 
of frequency is solved when one buys space in every fourth issue of 
a weekly. 

Most advertisers have had a suspicion for a long time that their 
advertising loses some of its potency because it does not appear fre- 
quently enough, and there have been one or two studies, such as one 
conducted some years ago by the Oklahoman and Times of Oklahoma 
City, which show that national advertisers in newspapers are in- 
clined to honor frequency more in the breach than in the observance. 

The simple fact is that no one knows how frequently an advertis- 
ing message should appear in any particular medium for best results. 
No one knows whether the figure should be different for each me- 
dium and for each product. No one knows, for a certainty, whether his 
advertising is appearing as often as it should, or too often. 

Here is one major area of exploration which has been virtually 
untapped, and in which scientific data is a crying need. . 


Do Nothing and Get Nowhere 


Despite the generally optimistic outlook of business men and econ- 
omists, there are still many reports of promotional activities being 
held up. 

More businesses than ever seem to be waiting for something before 
they start their promotional machines running—waiting for the Presi- 
dent’s tax and budget message, waiting for more figures, waiting for 
‘the atmosphere to clear—and just waiting. 

It is easier to do nothing than to do something. It is also sillier. 

No matter what happens, some action has to be taken some time; 
and in the area of selling and advertising, it takes no master mind 
to figure out that one can’t wait forever and still keep on making 
sales. Whatever the business climate, whatever the tax situation, 
whatever the world outlook, the problem that is always most immedi- 
ate for business is that of making sales. 

No one makes sales by waiting. You can’t keep your personal or 
your printed or spoken salesmen under wraps behind the starting 
gate and expect them to win the race. The way to win is to get going. 

Make the best preparations you can. Run your race with as clear 
a knowledge as you can get of the condition of the track and the other 
entries, but get in there and run. If you wait to get all the foreknowl- 
edge you can, and if you wait for ideal conditions, the race may be 
over before you get started. 


— — 


—Electrical Merchandising 
“Pardon me, sir—could you spare the price of a cup?” 


What They're Saying 


As a Briton Sees Us 


The “efficiency with a smile” 
atmosphere is an expression of the 
fact that America is a buyers’ 
market, offering an unprecedented 
profusion of goods and services... 

Perhaps the next strongest im- 
pression America makes on the 
visitor is that of energy and hard 
work. I certainly found evidence 
of this on every hand in the streets, 
shops and offices in Washington 
and New York... 

Such random jottings of a short 
visit may give some idea of the ex- 
tent to which American civiliza- 
tion is driven and dominated by 
the tremendous, tireless main- 
spring of incentive. It is an in- 
centive system which bears little 
relation to our modest British as- 
piration of a little off taxation and 
a little more in the shops to make 
it worth our while to work a little 
harder. 

There is a clear moral in this 
for Britain. I do not suggest that 
we can do the impossible and flood 
the shops with goods, or that we 
should emulate the ballyhoo char- 
acteristic of some American adver- 
tising—though we are hardly in a 
position to be superior to any as- 
pect of a system which has sup- 
plied us so generously with gifts 
and loans. 

But my trip to America con- 
vinced me that we must provide 
greater inducements to output, and 
that we must do more, both by 
commercial advertising and gov- 
ernment publicity, to stimulate the 
desire for goods which are worth 


the effort to obtain. 
—R. H. Steed in the London Daily 
Telegraph. 


Time Running Short? 

It’s later than snoozing man- 
aging directors of corporate bus- 
iness think. 

The opportunity now open for 
management to do constructive, 
educational concept advertising, in 
order to create a better pyscho- 
logical environment for private 
enterprise, may not remain for- 
ever. 

The British Socialist Labor gov- 


ernment has already been sniping 
at the right of private enterprise 
to use its funds in the battle for 
survival. 

Thus, the London Economist 
chides Herbert Morrison, master 
political strategist of the Labor 
party, for his “dark threats” that 
the government might put a stop 
to the campaigns of self-defense 
conducted by the companies and 
industries which are threatened by 
the Labor party with nationaliza- 
tiem .... 

A word to the wise over here 
should be sufficient. 

It is still a legitimate corpora- 
tion expense, deductible from net 
taxable income, to pay for adver- 
tising space used to spread con- 
cepts and institutional messages, 
and to create a better atmosphere 
for the flourishing of private en- 
terprise. 

If such opportunities are muffed 
by managing directors, a situa- 
tion could develop in which poli- 
ticians will restrain responsible 
executives from such use of cor- 
porate funds. 

This possibility should be eval- 
uated by all who buy and sell ad- 
vertising. 

Just as wise management plows 
back into the corporate treasury 
each year a share of earnings for 
expansion of tools of production, 
so a portion of the promotional 
outlay, including advertising, 
should be earmarked for an insti- 
tutional message. 

The objective should be better 
to inform working men, stock- 
holders, customers and the gen- 
eral public concerning the eco- 
nomics of enterprise. 


—Merryle Stanley Rukeyser, in his 
financial column in Hearst newspapers. 


By the Help of Others 

Due to a certain arrogance on 
the part of the intellectually crea- 
tive, they often lose sight of the 
fact that they owe the possibility 
of being intellectually creative to 
the emancipation brought about 
for them by the labor of others. 


—Albert Einstein, in a letter to Dr. 
Oscar Frankl. 


Advertising Age, January 9, 1950 


Rough Proofs 


Life admits that on a strictly 
arithmetical basis, the second half 
of the century starts in 1951, but 
no editor should allow a mere mat- 
ter of arithmetic to deprive his 
readers of a good story. 


Reviewing the trend of women’s 
fashions over the past half century, 
Life finds that the female of the 
species is rapidly being de-fem- 
inized. But the boys are still sing- 
ing enthusiastically, “There’s noth- 
ing in the world like a dame.” 


Observers of fashion trends say 
that no matter how the couturieres 
have been constricting sweet fem- 
ininity, the bathing suit makers are 
fighting bravely to prove that 
Mother Nature is still doing all 
right. 


“Vacuums of business informa- 
tion” were discussed at a recent 
conference of the American Mar- 
keting Association. Nature abhors 
a vacuum, and so also does the 
AMA. 


- No matter how many harsh 
things Reader’s Digest had to say 
about cigarets, Viceroy found 
enough good things to justify buy- 
ing a lot of full-page newspaper 
ads quoting the article. 


© 
Charles Luckman points out that 


all of the Lever Bros. radio shows © 


are in the top Hooper 15, a record. 
But General Mills still has the 
Lone Ranger. 


Rough Proof scouts among the 
small fry agree that the TV version 
of the Lone Ranger fails miserably 
in duplicating the far cry of Brace 
Beemer on radio, ‘““Heigh-Yo, Sil- 
ver!” 


The New Yorker points out in 
its advertising that it sells the 
people other people copy, and it 
may now add that on occasion it 
can do a good job of unselling, as 
witness the Grand Central broad- 
casting debacle. 


T. H. Keating announced that 
Chevrolet advertising in 1950, in- 
cluding factory and dealer expen- 
ditures, will total $51,000,000. This 
is going to discourage a lot of 
people who consider themselves 
in advertising’s big league. 


It’s just possible that Ohio 
State’s 17-to-14 victory over Cali- 
fornia in the Rose Bowl Jan. 2 may 
seriously endanger the continuance | 
of the Pacific Coast-Western Con- © 
ference football pact after 1951. i 


“I have become too involved in 
just being a business man,” ex- 
plains an art director who wants 
to leave a studio business and re- 
turn to the drawing board. 

There’s such a thing as being 
too commercial. 


The U.S. government is finding 
it just as hard to declare the war 
is over from a tax standpoint as 
it has on the international diplo- 
matic front. 
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One half of the 
Philadelphia Market 
lives outside the city limits 
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OF AMERICA'S” 
3RD MARKET 
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multi-billion dollar area. Advertise 
in THE INQUIRER. Reach the 
city proper and— more important 


ut in the prospering suburbs and nearby 
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cities. It’s the vital, fast-growing 
half of America’s 3rd Market! 
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INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
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‘Scientific American’ 
Makes Its Comeback 


Refinanced, It Expects 
to Double Ad Space and 
Go into Black in 1950 


New York—The new Scientific 
American has received additional 
funds of $150,000 for the financ- 
ing of the magazine. This has been 
subscribed by the original invest- 
ors, who include Lessing J. Rosen- 
wald, John Hay Whitney, Bernard 
Baruch, and Gerard Swope. 

The magazine has also just 
added G. F. Johnson, formerly 
with Eastman Kodak Co., to its 
sales staff, and appointed Robert 
Walker Associates, San Francisco, 
as its West Coast representative. 

Several months ago it was an- 
nounced that Scientific Ameri- 
can’s circulation guarantee would 
be 100,000, starting with the 
monthly’s January, 1950, issue. 
This guarantee has been a prime 
objective since the magazine’s rel- 
atively recent “rebirth.” And its 
accomplishment shows that the 
pattern of progress devised by ed- 
itor and publisher Gerard Piel is 
taking shape. 


ws The new Scientific American, 
21 issues old, was launched in 
March, 1948. Mr. Piel, Dennis 
Flanagan, managing editor, and 
Donald H. Miller Jr., business man- 
ager, made up the original nucleus. 
The trio bought the name of the 
old Scientific American, formed a 
new company, and interested in- 
vestors in the new venture. 

When Mr. Piel, former science 
editor of Life, took over the 
Scientific American name, the 
publication had a circulation of 
40,000 and, he says, “practically 
no advertising.” Right at the out- 
set, he announced that he was 
aiming at the “100,000 people who 
make their living in the widely 
diversified fields of pure and ap- 
plied science” (AA, Feb. 9, 1948). 
To gain this readership, he planned 
to induce the top men in various 
branches of science to write for 
his publication. 


gs Piel’s first problem, as he says, 
was “making the grade with the 
authors,” convincing them that the 
magazine had the sort of editorial 
content and integrity to merit their 
offerings. Also, he had to persuade 
them that a certain amount of ed- 
iting was necessary to make the 


*STATISTICS: 
Of 1686 manufacturing 
plants who produce 
candy valued at $7,500 
or more per year... 


298 do 85.03% 

of the total business 
52 do 8.69% 

285 do 3.53% 


tomaining 851 do 2.7% 
*U.S. Dept. of Commerce 


LOGIC: 
It can be assumed that 
in the candy industry, 
the element of vital de- 
cision is in the hands 
of the top personnel 
of only 835 factories. 
When your message 
reaches these men, , 
ou are assured of the 4 
pe of readership that 4 
compels action! 


PITCH: 
International Con- 
fectioner gives the 
profitable coverage 
that you want and 
need... 


your space -dollar 
go further. 


SULLIVAN 
eel eee 


articles more readable. 

Piel succeeded well enough in 
this. Some 150 scientists have 
written for the magazine and many 
are Nobel Prize winners. For a 
forthcoming issue he requested 
pieces from a number of scientists, 
each one the top man in his field, 
and did not get a single rejection. 
These men, Piel believes, have 
come to accept the magazine as “a 
forum for the exchange of ideas, 
the only magazine which allows 
this.” 

Having solved the editorial prob- 
lem, circulation followed as Piel 
hoped. Working from a list of 500,- 
000 names, representing those who 
have a professional or occupational 
interest in science, he used an 
intensive direct mail approach. 
Within 17 months the circulation 


FIRST ISSUE—Members of the new Scientific American's original staff: Gerard Piel, 
editor and publisher (left); Leon Svirsky, copy editor; K. R. Chester, editorial staff; 
and Dennis Flanagan, managing editor. 


had gone to 100,000, most of it sub-|a spur to subscriptions. Present 
scriptions. subscribers include about 23% 

Newsstand sales are not em-|executives with an educational 
phasized and mainly intended as| background in science, 25% en- 
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gineers, and 15% to 20% research 
men. This, according to Piel, rep. 
resents about the peak for this | 
specialized readership, though the ” 
increasing number of persons al- 
lied to science naturally will bring 
a continued growth. 

Now that the right editorial 
pitch is attracting the right read- 
ers, the magazine believes it has 
something to offer advertisers, 
This also is working as planned, 
During its 1948 operation, the mag. 
azine averaged about ‘six pages 
per issue. In 1949 this average 
went to 10 pages, and Piel says the 
book will average 20 pages per is- 
sue in 1950. The full-page b&w 
rate, formerly $500, goes to $1,- 
000 this month. 


ws Charles E. Kane, advertising di- 
rector, has patterned his approach 
to that of the magazine’s advance. 
At the outset he merely informed 
prospects of the plans, and kept 
them informed on the magazine’s 


progress. 
At the proper time he got down | 


I. It all started March 2, 1949. Adman Gilbert Goold (of 
Goold & Tierney) and Holiday’s Bill Swartz met with 
Landers, Frary & Clark’s W. J. Cashman, 


4. May 27, New Brita 
and General Merchandising Manager, Electrical Housewares Division, check 
Holiday-suggested brochures to be sent department stores and other outlets. 


jh 


or HOW TO BEAT A SEASONAL SLUMP 


ELECTRIC COFFEE MAKER SALES 


2. The problem?To beat the summer slump 
in electric coffeemaker sales, Bill Swartz 
suggested, ‘Why not use Holiday?” 


in, S. Fisher and R. M. Oliver, L.F.C.’s Sales Manager 


3. March 17, Philadelphia. This display, setting 
Coffeematic theme of i ed 
taining, is okayed. Is to be advertised only in Holiday. 


A case history of Landers, Frary & Clark from Holiday’s files: 


coffee for summer enter 


Sperone 


8 esos ol i 


5. June 2, New Britain. L.F.C.’s Stanley Fisher kicks off a series of natior 
wide sales meetings before a group of District Managers and wholesalers. | 
see the power of Holiday’s massive class market and merchandising appeal. 
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to cases, with the result that ad- 
yertisers coming into the book in- 
clude Allied Chemical & Dye 
Corp., American Cyanamid Com- 
pany, Eastman Kodak Co., In- 
ternational Business Machines 
Corp., Generali Electric Co., and 
American Telephone & Telegraph 
Co. Advertisers from 1949 are all 
remaining, many are reported in- 
creasing their space, and several 
companies have multiple contracts. 

Scientific American, according 
to Piel, “expects to be in the black 
by the second half of 1950.” Mean- 
while, it will step up its promo- 
tion through St. Georges & Keyes. 


Dave Bogard Joins KGO 

Dave Bogard, formerly with Am- 
erican Broadcasting Co. in New 
York, has joined the publicity staff 
of Station KGO, San Francisco. 


Mark Opens Madison Branch 


Louis Mark & Associates, Mil- 
waukee radio and television agen- 
cy, has opened offices at 114 N. 


yt down | 


ee 


les: 


of nation 
‘salers. / 


appeal. 
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12. November 16. The December H« 


Cookamatic ad. So successful was the Cofleematic 


Carroll, Madison, Wis. 


Screen Magazine Group 
Elects New Officers 


Hal Dawson of Dell Publishing 
Co. has been reelected president of 
the Association of Screen Maga- 
zine Publishers for 1950. Other of- 
ficers are: Frank Nye, of Ideal 
Publishing Corp., vice-president; 
Charles Terwilliger, Macfadden 
Publications, secretary; and Sid 
Kalish, Hillman Periodicals, treas- 
urer. 

The association’s report, which 
compared the first nine months of 
1948 with the same period in 1949, 
showed that screen magazines have 
increased their share of the pro- 
ducer advertising dollar by 22.4% 
this year. 


Appoints West-Marquis 
West-Marquis, San Francisco, 
has been named to handle the ad- 


vertising of the seafood products 
of Wilbur-Ellis Co., San Francisco. 


Julian Burg Joins WKNB 


Julian Burg has joined the com- 
mercial department of Station 
WKNB, New Britain, Conn. 


New SKF Logotype Features 8 Factors 
Successively in Expanded ‘50 Series 


PHILADELPHIA—A new advertis- 
ing theme and wider coverage in 
the business paper field mark ad- 
vertising plans for SKF. Industries 
Inc. during the coming year. The 
new schedule represents a 7% in- 
crease in the ad budget over 1949. 

Insertions totaling 320 pages are 
scheduled to appear in 50 different 
publications, including Business 
Week and Fortune. In addition to 
the regularly scheduled papers, 
SKF Industries also will take space 
in 36 college and university tech- 
nical magazines in order to reach 
embryonic engineers. 

The new ad theme is based on 
an eight-point campaign to give 
SKF ads a family resemblance re- 
gardless of the publications in 
which they appear. An identifying 
logotype has been developed to 
list “Eight reasons why SKF is pre- 
ferred by all industry”—intezrity, 
craftsmanship, metallurgy, toler- 


ance control, surface finish, pro- 
duct uniformity, engineering and 
field service. 


ws The new approach is the result 
of an intensive survey made by O. 
S. Tyson & Co., New York, the 
company’s advertising agency. The 
survey covered buyers and users 
of ball and roller bearings and, in 
addition, a thorough study was 
made of the company’s advertising 
and that of its competitors. 

For example, manufacturers of 
equipment using anti-friction bear- 
ings were asked what factors were 
most important in their selection. 
They also were asked to rate the 
leading bearing manufacturers. 

The survey also sought answers 
to such questions as what aspects 
of bearings should be featured in 
advertisements, why engineering 
and field services are important, 
and how the client fared in all im- 


6. June-10, Boston. Typical of what happened all over, Jordan Marsh’s 
housewares buyer J. F. Donahue (center), and Flaherty and Gross of Graybar 
Electric (distributors) plan for a demonstrator to serve iced coffee to customers 
in the housewares department. 


8. June 15. Western Union gets into the act. Its messengers deliver 15,000 
brochures to dealers. Sales Management runs an article describing the promo- 
tion. A two-p ge spread in Electrical Merchandising tells the trade what L.F.C. 


have on the fire. 


10. july, Philadelphia. Mrs. Veith serves iced coffee to customers at Wana- 
maker’s. In 500 stores from coast to coast, displays and demonstrations 
remind customers of the percolator they saw “advertised in Holiday.”’ And 
cash registers rang up sale after sale. 


\THAT SELLS 


sliday is out. On page 82 


i 
bitin 
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9. June 15. The July issue of Holiday- 
the stands and the promotion is officially under way. Holiday’s more than 
830,000 class families, its millions of readers, form the bull’s-eye target of 


this sales’ effort. 


~containing the Coffeematic ad—hits 


7. June 14, New Britain. Reports showed stores’ reception of promotion far 
exceeded expectations. W. J. Cashman phones Holiday he just doubled his 
display order, an increase of from 250 to 500. Wholesalers and jobbers report 
greatly increased demand, 


ou will find a 
t F.C. spread 
their use of Holiday to other products — proof of Holiday advertising results. 


romotion, 


Swartz check the phenomenal resu 


Ml. August 30, New Britain. The — is solved. Cashman, Goold and 

ts of Holiday’s Coffeematic promotion. 
What to do: Fill up the Coffeematic, plug it in, and drink a toast to the coffee- 
pot that perked all summer. 


This story is typical of what happens to so many of 
the companies that advertise in Holiday. 


They first use Holiday for a special product or a 
seasénal promotion. Then they discover the respon- 
siveness of its massive class market, and there’s no 
holding them. They phone us. They write us. They 
expand their schedules. And that’s why Holiday’s 
advertising has increased by leaps and bounds. 


Perhaps you’ve already found out what Holiday 
advertising can do for you. If not, and if you'd like 
more information, drop a line to Holiday, Independence 
Square, Philadelphia 5, Pennsylvania. 


THE GOODS! 
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STARTS SERIES—This is the first of a new 

SKF Industries ad series in business pa- 

pers, featuring one of eight points listed 
in the company’s new logotype. 


portant points. 

At regular intervals during the 
year, one of these points will be 
featured in an SKF ad. The first of 
the series, featuring tolerance con- 
trol, will run in 33 trade publica- 
tions. As each special feature is 
stressed it is removed from its 
normal position in the logotype and 
is given a dominant position in the 
layout. 


Miles Kimball Co. Revamped 

Miles Kimball Co., Oshkosh, 
Wis., mail order organization, has 
been reorganized following the 
sudden death of Miles Kimball, 
founder and president. Chester T. 
Price, cousin of the deceased and 
who has been in retirement, has 
been named chairman of the board 
of directors. Alberta Kimball, wid- 
ow of the founder and former vice- 
president and secretary, has been 
made president. Lester Langer, 
merchandise manager, has been 
appointed executive vice-president, 
and Lewis Magnusen, Oshkosh at- 
torney, has been named secretary. 


Angela E. Kriz will continue as | 


treasurer. 


Du Pont Launches Contest 

E. I. Du Pont de Nemours & Co. 
will launch a nationwide contest 
for retailers in the paint and paint 
brush field as part of its 1950 
push for paint brushes made with 
nylon bristles. Built around a 25- 
word statement on why dealers 
sell the brushes, the contest will 
be judged by Reuben H. Donnelley 
Corp. It will help spark what is 
forecast as the biggest advertising 
campaign in the history of the 
paint brush industry. 
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- ’ 
Television's Social 
’ 

Impact ‘Profound, 
Scientists Advised 

New YorK—Television’s social 
impact may be greater than that 
of the atomic bomb, but it will take 
real effort to meet the moral re- 
sponsibility involved in the new 
medium, E. Finley Carter, vice- 
president in charge of engineering, 
Sylvania Electric Products, warned 
members of the American Associa- 
tion for the Advancement of 
Science. ; 

Since the advent of the atomic 
bomb, he said, there has been in- 
creasing evidence of an awakened 
sense of social responsibility on the 
part of scientists. While much has 
been said about the bomb and its 
effect upon society, “it may be 
that its social impact will not be 
as profound as will be that of 
television.” 


es “Paradoxical as it may seem, 
television may encourage a cool 
aloofness to human society by 
causing one to withdraw into the 
confines of his own home, or it 
can make him a citizen of the 
world through arousing finer emo- 
tions and broadening fields of in- 
terest,” he said. “It is my opinion 
that the latter influence can pre- 
vail and that we can study, through 
television, the needs and interests 
of society at large and so develop 
a keener sense of our own social 
responsibility.” 

That won’t happen, Mr. Carter 
said, unless the effort is supported 
by those in scientific and engineer- 
ing fields who see beyond quick 
dollar prof'ts. 

“Nothing can destroy our present 
social system quicker than the ex- 
ploitation of men and products for 


SAVE 80% ADVERTISING 


photo costs...with unique 
Eye Catcher service. Used by 
all types of advertisers. 100 
new, top-notch adv. photos to 
choose from every month— 
only $2.50 per photo. Write 
for FREE proofs No. 11. 


EVE*CATCHERS, 10 E. 38 St., NYC 


monetary gain alone. Where the 
product has the social significance 
of television, the moral responsi- 
bility is great. 


a “It behooves those of us who 
prize our free enterprise system 
to take stock of where we are go- 
ing and to apply our knowledge 
and our vision toward the direction 
of the use of new developments to 
make a better society.” 

Scientists and engineers must 
be prepared to accept more active 
leadership in both business and 
political fields, Mr. Carter said. 
Television, he added, will increase 
the need and opportunity to serve. 

Scientists labeled “long-haired 
dreamers” deserve the label, he 
declared, when they “have allowed 
the cold logic of precise mathe- 
matical expressions or physical 
formulae to crowd out an under- 
standing of the human equations 
associated with the society in 
which we live.” 

, ur "i \ Ai A HM aT enpst rene 
Eversharp Directors Elect 
Daniel Van Dyk President 

Directors of Eversharp Inc., 
Chicago, have elected Daniel Van 
Dyk, formerly president of D. M. 
Read Co., Bridgeport department 
store, president of Eversharp Co. 
He succeeds Louis A. Stone, who 
has been acting president since 
March, when Arthur H. Rogow 
resigned the presidency. 

Mr. Stone, who has been ap- 
pointed to the newly created posi- 
tion of executive vice-president, 
and who will continue as treasurer, 
was a prominent member of the 
“management proxy committee” 
which succeeded in removing Mar- 
tin L. Straus II as Eversharp board 
chairman last May (AA, May 30). 
The board chairmanship was abol- 
ished at that time. 


To Merchandising Bureau 


Stephen Josephs, formerly with 
Malcolm Advertising Inc., New 
York, has joined Modern Mer- 
chandising Bureau, New York, as 
an account executive. 


MacKnight to Katz Agency 


Frank B. MacKnight, formerly 
with Swift & Co., has joined the 
publications sales staff of the Chi- 
cago office of Katz Agency. 
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Sporting 


| Goods 


Elks, with their median combined family 
income of $5,472.33, rate high as men with 
a yen for recreation — 59% fish. ..45.1% 
hunt...31.5% play golf...31.7% bowl. 


NOTE: For April THE ELKS MAGAZINE 

will bear down heavily on fishing, with 
articles and stories of exceptional interest 
to those 59% of the Elks who among 

the 970,000 are fishermen. 


If you sell to men who spend for sport — 
YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE 


An inter-industry hookup took place Dec. 17 in Castle Point, N. Y., 
when Mary-Jane Pfaff of Biow Co. was married to George J. Kohnken, 
copywriter at Sullivan, Stauffer, Colwell & Bayles. The father of the 
bride is Alexander F. Pfaff of the New York Times advertising staff. . . 
Dec. 26 was the wedding day of Bertha Kurtzman, broadcast operations 
supervisor for ABC-TV, and David Williams of Time & Life. They 
were married in the Community Church, New York. . . Syd Byrnes, 
program director of WCCC, Hartford, Conn., was married on Christmas 
Day to Lois Horowitz, a New Haven nurse... 

Brightest spot in the office of Ed Carter, publisher of Snips, sheet 
metal business paper, is a plaque presented to him a while back at 
a huge testimonial dinner by the “sheet metal, warm air heating and 
air conditioning industry of Illinois, Indiana, Wisconsin and Michigan.” 
The occasion marked his 30th anniversary in the field. . . 


FOUNDING FATHER—Tom M. R. Keane (center), ad manager of Eastern Outfitting 
Co., Spokane, receives a plaque commemorating his contributions to organized 
advertising during the past 46 years. At the left is C. Grover Wilson, Zellerbach 
Paper Co., president of the Spokane Advertising & Sales Club, and at right is Harvey 
A. Brassard, Syverson-Kelley Inc., who presented the plaque on behalf of the Ad- 
vertising Association of the West. Mr. Keane helped found the Spokane Advertising 
Club in 1903, and at about the same time helped organize the Pacific Coast Ad- 
vertising Men’s Association, forerunner of the present Advertising Association of 
. the West. 


Irving Sanders, account executive of Herman & Sanders Advertising 
Agency, New York, sailed Dec. 15 for England, where he will study 
the children’s wear industry. . . Irwin A. Vladimir, agency president 
and veteran traveler, has scheduled a round-the-world trip this month 
with his wife. Flying by TWA, the Vladimirs will be out of the country 
for three months. . . 

Arthur C. Nielsen, A. C. Nielsen Co. president, has been elected a 
member of the board of trustees of the Wisconsin Alumni Research 
Foundation, the research group that controls the Steenbock process 
for “charging” products with Vitamin D. . . Seems that Charlie 
Terwilliger, unbeknownst even to some of his good friends, is an expert 
at clock making, repairing, renovating, etc. The Macfadden sales exec. 
may have to take on some orders when the news gets around. . . 


“ 


| 


REWARD-—It’s a silver signet ring that Irving E. Rogers (second from left) is receiving 

from Irving E. Rogers Jr. to mark 26 years’ service with Eagle-Tribune Publishing Co., 

Lawrence, Mass., which he heads as publisher. The senior Rogers also is president of 

Hildreth & Rogers Co., owner of WLAW. David E. Kimel (left), WLAW sales man- 

ager, has completed 33 years, and Fred A. Sullivan (right), promotion manager, 35 

years. The occasion was the organization of a 25 year club within Eagle-Tribune As- 
sociates, a social group. 


Curt Freiberger, of Curt Freiberger & Co., Denver, is program 
chairman of the western regional meeting of the National Advertising 
Agency Network, set for Jan. 20-28 in Fort Wayne, Ind. . . Picked by 
Gov. Fuller Warren of Florida as a member of the five-man executive 
committee for the governor’s safety council is W. Wright Esch, owner 
of WMFJ, Daytona Beach. . . Everard W. Meade, vice-president and 
manager of radio and television at Young & Rubicam, will serve the 
1950 Heart Campaign in New York as chairman of the radio and 
television committee. . . 

Old enough, now, to get her bearings is Marcie Lynn, who arrived in 
Denver Nov. 28. She’s the second daughter of Randy Smith, promotion 
manager of KOA. . . Twin girls who arrived Nov. 29 caused a double 
celebration for John Minkowsky, CBS, Hollywood, and his wife. . . 
Also celebrating in Hollywood is Richard A. Halderman, contact and 
merchandising executive at Young & Rubicam, who became the father 
of Melanie Martin a few days earlier. . . 

Two Twin City radio men, Wendell C. Campbell, mgr. of WCCO, and 
Cliff Rian, of WTCN, have been named to the board of directors of the 
famed Minneapolis Aquatennial. Vice-general-chairmen include Ray 
Jenkins of Erwin, Wasey, and John Lamb, publicist for the Junior 
Chamber of Commerce. . . 
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Chain Drug Stores 
Expect Same Sales 
Level in Early ‘50 


New YorK—Chain drug store 
sales in the early months of 1950 
will about equal those of the same 
period in 1949, according to a poll 
of leading chain drug store execu- 
tives by Chain Store Age. 

Charles R. Walgreen Jr., presi- 
dent of the Walgreen Co., Chicago, 
is quoted as saying: “There do not 
appear to be any significant 
changes at this time as to price 
trends or additional problems fac- 
ing the chain drug field that were 
not present a year ago.” 

Justin W. Dart, president of the 
Rexall Drug Co., Los Angeles, does 
not believe that chain drug volume 
“will vary substantially from cur- 
rent trends for the first few months 
of 1950.” 


a Walter G. Baumhogger, presi- 
dent of the United Cigar-Whelan 
Stores Corp., New York, says: “I 
believe that sales volume, in iden- 
tical chain drug stores, will be 
somewhat lower during the first 
months of 1950 than it was dur- 
ing early 1949. The sales trend 
will be quite different in various 
parts of the country, but on an 
over-all basis the decline will not 
be great.” 

C. B. Larsen, executive vice- 
president of Cunningham Drug 
Stores, Detroit, looks for chain 
drug volume during the first six 
months of 1950 to be “just about 
equal” to that of the first half of 
*49. 

Harry S. Sylk, president of the 
Sun Ray Drug Stores, Philadelphia, 
believes “the business outlook 
gives every indication that volume 
during 1950 will be as good as 
1949.” He expects most depart- 
ments to hold their own, and sees 
no reason for a decline. 


s Adolph Weinberger, president of 
the Gray Drug Stores, Cleveland, 
says that “to keep up high sales in 
the face of competition and care- 
ful consumer buying, we are ex- 
panding sections and lines which 
promise high volume, like baby 
merchandise, toys, nationally ad- 
vertised appliances and other sun- 
dries.” 

J. H. Schuler, vice-president of 
the Crown Drug Co., Kansas City, 
Mo., thinks “the first months of 
1950 will be slightly under the vol- 
ume of a year ago.” 


Felton Agency Moves 


Jack P. Felton Advertising 
Agency, New York, has moved its 
offices to 55 West St. The agency 
recently was named by Colden 
Co., New York, manufacturer of 
crib mattresses, to handle adver- 
tising in consumer and business 
publications, and by Mechanical 
Mirrors Works, New York, for ad- 
vertising in business papers and 
direct mail. 


Adds Playing Card Account 


Atlantic Playing Card Co. has 
appointed Norman D. Waters & As- 
sociates, New York, to introduce 
its new two-handed bridge game, 
Duel. Full pages in bridge publi- 
cations will be used, followed by 
a consumer campaign later this 
year. 


Appoints Lucerna Co. 


Standard Varnish Works, New 
York, has appointed Lucerna Co., 
New York, to handle its advertis- 
ing. Newspapers, magazines, bus- 
iness papers, radio and television 
will be used. Franklin Fader Co. 
previously had the account. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., inc 
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Grand Central Abandons Broadcasts 


New YorkK—Grand Central Sta- 
tion called a halt to its music, 
news and commercial broadcasts in 
the terminal in a surprise move 
at the end of the first 13-week 
period of the new medium on Dec. 
31. 

E. B. Moorhouse, terminal man- 
ager for the New York Central 
and New Haven Railroads, an- 
nounced the sign-off, which fol- 
lowed a much-publicized hearing 
before the New York Public Ser- 
vice Commission. At the hearing, 
a group of militant commuters, in- 
cluding New Yorker Editor Harold 
Ross, vehemently attacked the pub- 


lic address system broadcasts as an 
invasion of their privacy. Railroad 
representatives, on the other hand, 
defended it as a means of raising 
badly needed revenue to help pay 
the station’s operating expenses. 
A decision by the Public Ser- 
vice Commission was pending 
when the railroads decided to drop 
the experiment, which had been 
a near sellout as an advertising 
medium since its inception. 
“Although a substantial majority 
of our passengers favored the pro- 
grams, there were enough who 
sincerely opposed them that we 
have decided to discontinue the 


400 
boats operating In the South. 
Shrimp is only a part of the 
Southern Fishing Industry... 
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experiment, even though we will 
miss the badly needed revenue 
which the programs produced,” Mr. 
Moorhouse explained. 


Take Over ‘Chronicle-Star’ 


Easton King, editor and man- 
ager, and Ira Harkey have taken 
over the Chronicle-Star, a 102- 
year-old weekly newspaper in 
Pascagoula, Miss. Mr. Harkey be- 
comes president of the publishing 
company, succeeding W. B. Her- 
ring. Mr. King is secretary-treas- 
urer. Both will act as co-editors 
and co-publishers. 


Bill Turner Join WLS 


Bill Turner, former merchandis- 
ing field man for the Chicago Her- 
ald American, has joined the sales 
promotion department of WLS, 
Chicago, to specialize in sales 
presentation and merchandising 
tie-ins. 


Classified Managers to Meet 


The 12th annual conference of 
the Mississippi Valley Classified 
Managers will be held at the Hotel 
LaSalle, Chicago, Feb. 18-19. 


The BOOTH 


Michigan Market 


is a 
BIG 
MARKET! 


MICHIGAN is a big market. . 
ship-to, easy-to-promote, in which FOUR OUT OF SEVEN of 
the high-volume markets are BOOTH MARKETS. * 

Michigan is one of the few heavily populated states where 
population and retail sales have shown the greatest growth 
since 1940.* 


It is one of the few states where family income averages over 
$4800 annually. * 


It's difficult to picture the size, activity and sales potential of 
the EIGHT BOOTH MICHIGAN NEWSPAPER MARKETS, 
but this photograph taken by a Grand Rapids Press photog- 
rapher, showing the retail shopping section and Herpolsheimer’s 
(Allied Stores) new three-million-dollar store, symbolizes it. 


- conveniently situated, easy-to- 


For further specific facts on how the 


EIGHT BOOTH NEWSPAPERS cover this big market, call— 
A. H. Kuch, 110 E. 42nd Street, New York 17, N. Y., Murray Hill 6-7232 
The John E. Lutz Co., 435 N. Michigan Ave., Chicago 11, Ill, Superior 7-4680 


* Sales Management 1949 Survey of Buying Power 


NEWSPAPERS 


_ GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


Schedule Is Set 


for Releasing 
Business Census 


WaASHINGTON—First returns from 
the 1948 Census of Business will be 
made available during the next 
four weeks, under a_ schedule 
which promises a steady flow of 
facts about the nation’s postwar 
retailing, wholesaling and service 
trade establishments throughout 
1950. 

Taken during the spring of 1949, 
the census is the first for distribu- 
tion trades in nine years. First re- 
ports will be county and state fig- 
ures. National totals for various 
lines of activity probably will be 
delayed until April. 

When detailed information is 
available, the census will provide 
“population” figures for about 90 
retail lines, 90 wholesale lines and 
60 service trades for larger states 
and for the nation as a whole. Less 
detailed information will be avail- 
able for smaller states. 

While the computations still are 
being made, Census Bureau offi- 
cials have estimated that the final 
returns will show a retail volume 
of about $120 billion, compared 
with $40 billion in 1939. Changes 
in the total business population 
have been relatively small. 
m As now planned, this is the 
order of publication: 

February-March-April: A county 
program. About 300 separate re- 
leases are involved. Each release 
is a group of contiguous counties 
comprising a “supervisor’s dis- 
trict.” : 

An average of ten counties is 
covered in each release. Releases 
contain tables providing for each 
county and for each city of 2,500 
persons or more preliminary data 
on number of establishments, sales 
and receipts, full-time and part- 
time employment, and number of 
proprietors. 

For about 1,000 more populous 
counties and cities, data will be 
broken down to show totals for all 
retailing and for as many as 10 
retail groups; also, total wholesale 
and total for each of five operating 
types and for six major types of 
merchant wholesalers. In addition, 
breakdowns will show total ser- 
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vice data and information on each 
of four broad service groups: 
hotels, tourist camps, tourist courts 
and places of amusement. 

Mid-March through mid-May: 
State program. County and city 
data will be retabulated to pro- 
vide final detailed figures for each 
state. The first state figures can be 
expected about 30 days after the 
county program is under way. For 
more populous states, data will be 
provided for 90 retail lines, 90 
wholesale lines and 60 service 
trades. 


e Mid-April: National totals. 
These will be based on complete 
reports from all counties. The 
national figures must await re- 
turns from several large counties 
which are likely to be among the 
last released in the county series. 
There is some possibility that an 
estimate of total retail trade based 
on sample studies will be issued 
during the late winter. 

After May: “Separates” on 
major lines, and reports on special 
subjects. These are pamphlets, 
each devoted to an individual busi- 
ness, giving all possible data on 
that particular line of activity. 
Also special labor summaries and 
similar reports. 

Late summer: Special reports on 
merchandise lines, and information 
on credit, inventories, trucks and 
other subjects. These will be based 
on sample studies. These reports 
are considered the most important 
new feature of the 1948 census. 
They are designed to show the 
kinds of merchandise handled by 
various types of stores, volume of 
credit sales, inventory levels and 
other intimate business details. 


Appoints Rumrill Agency 

Charles L. Rumrill & Co., Ro- 
chester, N. Y., has been named to 
handle the advertising of Mixing 
Equipment Co., Rochester, manu- 
facturer of Lightning mixers, ef- 
fective Jan. 1. 


Dunphey to Snellenburg 

E. Richard Dunphey has been 
named executive director of the 
contract sales department of N. 
Snellenburg & Co., Philadelphia. 


QPFLIGH 


PRINTED ADHESIVE CELLOPHANE TAPE 
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sell ’em to the man who BUYS ’em! 


When you advertise in Haire Specialized Mer- 


—gets read there too—for men and women in 


chandising Publications, your selling rt 
heads straight for the desks of men and women 
interested in buying your product. Gets there 


each merchandising field consistently buy and 
read the Haire Publication that reports vital 
trends and developments in that specific field. 


the MEWAQEG bE Specialized Merchandising Publications 


HOUSE FURNISHING REVIEW * HOME F 


MERCHA 


CROCKERY AND GLASS JOURNAL ® LINENS AND DOMESTICS * CORSET 
AND UNDERWEAR REVIEW * INFANTS’ & CHILDREN'S REVIEW * 


HANDBAGS AND FASHION ACCESSORIES 


* LUGGAGE & LEATHER 


GOODS * NOTION & NOVELTY REVIEW * COSMETICS & TOILETRIES 


HAIRE PUBLISHING COMPANY +1170 BROADWAY * NEW YORK 1, NEW YORK 
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GUSTAVE DORE 


‘And the Lord caused the sea to go back...and made the 


a sea dry land, and the waters were divided.’’—Exodus 15:21. 
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‘Lhe 
Day the Sun 


ee eh oe en eee 


Stood Stull 


T IS PROBABLE you have not heard of Dr. 
Immanuel Velikovsky. It is equally likely that 
you presently will. 


He is a scholar, scientist, physician, and 
psychoanalyst . . . and the author of a new, re- 


markable, and absorbing theory. 


The essence of it is that in the Old Testa- 
ment time, when Joshua gave his famous command to the sun, it did 
stand still. - 


And at the battle'of Jericho, the walls did come tumbling down. 


And the Red Sea did part for the flight of the Israelite tribes 
from Egypt. 


These things did in fact occur, Dr. Velikovsky contends, because, 
at the time, a comet, more massive, more fearful than any known, passed 
so close to the earth that it actually halted the earth’s rotation. 


Thus the sun appeared to stand still. 


Thus—since this cosmic event was followed by tremendous earth- 
quakes—the walls did come tumbling down. ‘Thus—because the comet 
also caused engulfing tidal waves—the Red Sea did part. 


Subsequently, 800 years later, this wild comet, after an awesome 
celestial battle with Mars, was tamed and transformed into the placid 


planet we now know as Venus. 


This astounding hypothesis, only meagerly described here, is but- 
tressed by impressive quantities of research, reference, and labor. It is so 
vast and ramified in its import that there are some who think that the 
Velikovsky concepts may turn out to be as epochal as Darwin's “Origin 


of the Species,” or Newton's “Principia.” 


A full outline of the Velikovsky theory will appear in the January 
Harper's Magazine, as the leading article under the title, ‘“The Day the 
Sun Stood Still,” written by Eric Larrabee. 


The editors think they have not published as important an article 
in a good many months, or one with probably more profound effects. 


These effects anyone can speculate upon... 


The Velikovsky hypothesis, it is easy to suppose, will confound the 
astronomers, discomfit the Biblical scholars, challenge the physicists, be- 
muse the clergy, and jostle the thinking of anthropologists, historians, 
and geologists. 


The full force of world scholarship will be brought to bear on it. 


- 


Equally, it is reasonable to anticipate that the press, the radio, the 
magazines of mass circulations, will develop and present popular exposi- 
tions of the theory; that writers, editors, columnists, commentators, and 
every sort of person dealing in ideas will discover news in this extraordi- 
nary concept. 


What happens as a result of this article we believe will be a classic 
demonstration of the combined power of an idea and of Harper’s Maga- 
zine as a catalyst of an idea. 


For Harper’s—in a century of a publication—has never stopped 
publishing that which is fresh and challenging to people of literacy and 
imagination—the people who write, edit, speak, preach, teach, govern, 
and manage, the people who are dealers in ideas for other people. 


makes opinion 


If you'd like a copy of the January issue containing the Velikovsky article, write us. 
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20-21. 
Association, 29th annual convention, De- 
Witt Clinton Hotel, Albany. 

Jan. 23-25. Newspaper Advertising Exec- 


Jan. 


utives Association, annual convention, 
Edgewater Beach Hotel, Chicago. 

Feb. 13-14. Inland Daily Press Associa- 
tion, midwinter meeting, Congress Hotel, 
Chicago. 

Feb. 28-March 1. Domestic Distribution 
Department, Chamber of Commerce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroit. 

March 28-31. Premium Advertising As- 
sociation of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
ton, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 


HOW 10 GET 
AHEAD IN 
ADVERTISING 


Your success in advertising depends 
largely on your ability to think up 
ideas—your ability to use your imag- 
ination—your creative power. 

“YOUR CREATIVE POWER” is the 
title of a new book, written by a famous 
advertising man, and just published by 
Scribners. The author is Alex Osborn 
—the “Osborn” of Batten, Barton, 
Durstine and Osborn—one of America’s 
largest advertising agencies. 

In this new volume, Mr. Osborn has 
condensed into a few hours of utterly 
fascinating reading his 40 years’ suc- 
cessful experience in advertising and 
selling 


How to Think Up Advertising Ideas 


Here are just a few of the things this 
book tells you: 
> How some famous ideas were born 
> How to think up ideas 
> How to recognize good ideas 
> How to present your ideas to others 
> How to win advancement 
> How to develop creative power in 
others 
> The 10 habits that kill ideas 
> The 10 habits that breed ideas 
> How a single idea made $5,000,000 


What Well-Known People Say 


Richard C, Borden, nationally known 
sales consultant—‘The most valuable book 
in my library.” 

Arthur C. Nielsen, President of world’s 
largest research organization—‘‘I defy any 
ambitious reader to start it without wish- 
ing he could finish it before stopping for 
either food or sleep.” 

Raymond Rubicam, Founder of Young 
and Rubicam—“If I had had a chance to 
read it when I was 22, I might have used 
my working time much more creatively.” 

Dr. Henry C. Link, author and psychol- 
ogist—‘‘Best possible kind of book on how 
to achieve creativeness.” 

G. Lynn Sumner, President, G. Lynn 
Sumner Co.—‘The best book on creative 
thinking I have ever read.” 

Many who read this book want to GIVE 
it. Elizabeth Arden sent 110 copies to 
friends in the retail trade. A manufac- 
turer sent a copy to each of his 38 field 
representatives. H. J. Heinz Company, 
Fidelity Mutual Life, Standard Oil of 
Ohio, Champion Spark Plug, Ward Bak- 
ing, are among the companies which have 
given copies to all their executives. 


Read it 10 Days Free 


No matter whether you are a copy- 
writer, artist, student, or advertising ex- 
ecutive, the publishers are so certain that 
this new volume (41 chapters, 355 pages) 
will be of great value to you that they 
make this offer: Read the book for 10 
days without cost or obligation. If you 
are not delighted, simply return the vook 
and OWE NOTHING. 


SCRIBNERS 


Charles Scribner’s Sons, Dept. 141 
597 Fifth Ave., New York 17, N. Y. 


Please send me YOUR CREATIVE POWER 
for 10 days’ FREE examination. Within 
that time I will remit $3.00 plus a few 
cents mailing charges, or return the book. 


Name 


Address. 


SAVE! If you enclose payment, publisher 
will pay mailing charges. Same return 
privilege. 


i ET ee eee ee 


New York State Publishers | 


of America, 46th 
tel Statler, Detroit. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 


1 conventi Ho- 


Scripto Names ]. W. Brooks 


Scripto Inc., Atlanta, has ap- 
pointed J. W. Brooks, formerly do- 
mestic sales manager, as vice-pres- 
ident and sales manager. Mr. 
Brooks joined Scripto in 1946 from 


Westinghouse Corp., where he was) 


a district sales promotion manager. 


Lansdale & Baldwin to Move 


Lansdale & Baldwin, formerly 
Lansdale Co., will move to 110% 
E. Seventh St., 
Jan. 15. 


Los Angeles, on) 


Names McKee & Albright 


Renuzit Home Products Co., 
Philadelphia, manufacturer of 
Renuzit home dry cleaner, Renu- 
zit spot remover and Radbill oil, 


|has appointed McKee & Albright, 


Philadelphia, to direct its adver- 
tising. 


Appoints Herman Davis 


Herman Davis, formerly with 
Grey Advertising Agency, has been 
appointed art director of Emil Mo- 
gul Co., New York. 


. 
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Compton Names Heggen V. P. 


Compton Advertising, New York, 
has appointed Willard Heggen, who 
has been an account executive with 
the agency since 1944, as a vice- 
president. Mr. Heggen was with 
Ethyl Corp. before joining the 
agency. 


Leaves Henri, Hurst 


Robert E. Zeh has resigned as 
vice-president, copy director and 
account executive of Henri, Hurst} 
& McDonald, Chicago. 


SALES BACKBONE 


Advertising planned to increase sales in Los Angeles, 


third largest and richest market in 


the nation, must effectively reach the ‘backbone’ 


of the market—the A.B.C. City Zone, 


where live better than six out of every ten potential 


customers in the entire city and trading area. 


And in that vital ‘backbone’ city zone, 


the Herald-Express reaches thousands upon thousands 


more families than any other daily. 


You get this definite plus value only when you 


use the Herald-Express with the largest 


daily circulation of any evening paper in the West. 


nels. ae mints : = se 


““HERALD- -EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


INC. 
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The men who make 
buying decisions in the 
factories and dealerships 


keep informed 


by reading... 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


Member 
@ PENOBSCOT BUILDING e DETROIT 26, MICHIGAN 
ADVERTISING OFFICES: 
NEW YORK CHICAGO DETROIT LOS ANGELES 
Edward Kruspak 4. Goldstein Dick Webber R. E. Deibier 
Adv. Mor. Western Mor. Adv. Rep. Adv. Rep. 
5 E. 42nd Street 360 N. Michigan Penobscot Bidg. 2506 W. 8th Street 
Murray Hill 7-6871 State 2-6273 We. 3-0495 Dunkirk 3.0303 
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Correlations Between Ad Linage and 
KWH, Bank Debits Shown in Maryland 


CoLLece ParK, Mp.—There is a 
significant relationship between 
newspaper advertising and com- 
mercial kwh consumption, and pos- 
sibly a similarly significant rela- 
tionship between advertising and 
deflated bank debits. 

This finding—with potentially 
important effects upon the use of 
advertising, kwh consumption or 
deflated bank debits as major in- 
dicators of business activity—is 
one of the major conclusions 
reached by the bureau of business 
and economic research, college of 
business and public administra- 
tion, University of Maryland, in a 
study of Harford County, Md. 

The study was published Iast 
month as Vol. 3, No. 3 of “Studies 
in Business and Economics,” a 
quarterly published by the uni- 
versity. 


s Harford County lies west of the 
Susquehanna River, hits the Penn- 
sylvania state line at the north, 
and includes the cities of Aber- 
deen, Havre de Grace and Bel Air. 

The study of the county em- 
braces complete details of the eco- 
nomic and business life of the 
area. That which involves adver- 
tising is included in the section 
which discusses “Interrelation of 
Economic Indices,” and is based 
on advertising linage appearing in 
the Bel Air Aegis, an ABC weekly 
published in Bel Air. 

“A substantial concurrent rela- 
tionship exists between the total 
annual advertising linage of the 
Aegis for the years 1936 through 
1948 and commercial kwh con- 
sumption for the northern district 
of the Consolidated Gas Electric 
Light and Power Co. of Baltimore,” 
the report says. 


a “When the more normal con- 
ditions of the periods, 1936-1941 
and 1946-1948, eliminating the war 
period 1942-1945, apply, the cor- 
relation of the two series is very 
high,” the report continues. 
“Should this concurrent movement 
be reestablished in the present 
period, either of the related series 
could be used to estimate the other. 

“For instance, a change of 1,000 
kwh is associated on an average 
with a change of 37.6 lines of ad- 
vertising, the most likely quantity 
of the series lagging in reports 


could be forecast from the other. 
A safer range of probable quantity 
could be stated by using the belt 
concept derived from standard 
error values.” 

In the same section, the uni- 
versity’s report says: 


s “A correlation analysis of an- 
nual aggregates of Aegis advertis- 
ing linage and Harford County de- 
flated bank debits shows negligible 
relationship from 1934 through 
1948. In the prewar period, through 
1940, the interrelation appeared to 
be very close. War restriction of 
newsprint paper and other war 
factors reduced advertising while 
increasing bank debits in the 1941- 
1945 period. 

“Beginning in 1946, advertising 
increased rapidly, so that the rela- 
tive position of advertising linage 
and bank debits in 1947 and 1948 
suggests that a postwar relation 
may soon be established closely ap- 
proximating the prewar experi- 
ence. 

“Should this relation be reestab- 
lished, and assuming that debits 
adjusted for changing dollar values 
closely record business activity, it 
will be disclosed that Aegis adver- 
tising is a good barometer of 
changing business conditions.” 


Television Group Elects 


William W. Bryan, Detroit man- 
ager of Free & Peters, has been 
elected president of the Detroit 
Television Round Table. Other of- 
ficers are: Dr. Paul B. Rickard, 
Wayne University, vice-president, 
and Nan Whirl, Campbell-Ewald 
Co., secretary. Walker R. A. 
Graham, of Geyer, Newell & Gan- 
ger, has been reelected treasurer. 


DuMont Advances Tait 


H. James Tait, in the New York 
regional sales office, handling the 
Bronx-Long Island territory, has 
been named eastern states regional 
sales manager of the receiver sales 
division of Allen B. DuMont Lab- 
oratories. He will make his head- 
quarters in New York. 


UPELIGHT: 


PRINTED ADHESIVE CELLOPHANE TAPE 


General Merchandise.............s005% 


HERE ARE THE 
RETAIL SALES 
FIGURES FOR THE 


ROCKFORD 
CITY ZONE 


+ »»-$22,200,000 
+e+e+0$14,634,000 


Lumber, Building, Hardware.................$12,122,000 
RMBOMOTIB cc ccccccccccccscccccccccccccccccce be Saaeee 
DHUGS. ccccccccccccccccccccccccccccccccccccee® 4,506,000 


With other classifications, total retail sales, $166,295,798 
Rockford ABC Retail Zone, total retail sales, $5396,041,275 


122,601 Civ" zone 


A. B.C. — 377,854 : 
ROCKFORD MORNING STAR : 
Rockford Register-Republic , 
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When we started out as photoengravers we did so with the 
idea of making CM&H, America’s finest photoengraving plant. 
We have continually added new equipment and methods to 
improve our quality and service. We wish to thank the many 
fine advertising agencies and manufacturers who encouraged 
us in our aims. To those who believed in us and entrusted 
us with their most exacting photoengravings we extend our 
gratitude and pledge ourselves to do all humanly possible 
to merit their continued confidence. 


Collins, Miller & Hutchings, Inc. 
207 North Michigan Avenue, Chicago 
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Along the Media Path 


e Advertising heads and their 
aides on Indiana newspapers will 
meet in Indianapolis Jan. 14 for 
the second annual Newspaper Ad- 
vertising Clinic sponsored by the 
Hoosier State Press Association. A 
special feature of the one-day 
“short course” will be a display of 
promotional work carried on last 
year by both dailies and weeklies 
in the Hoosier state. 

Earl Moss, advertising manager, 
La Porte Herald-Argus, will have 
charge of the discussion session for 
dailies and Dick Van Valer, ad 
chief of the Johnson County News, 
will handle the weekly newspaper 
sessions. 


@ Popular Science Publishing Co. 
recorded new advertising and cir- 
culation marks in ’49, according to 
Godfrey Hammond, president. Ad- 
vertising revenue from Popular 
Science Monthly and Outdoor Life 
totaled $3,874,176. In the four 
years since the war, Mr. Hammond 
said, Popular Science Monthly has 
gained 58.2% in circulation and 
Outdoor Life has jumped 116.3%. 


e@ Under a University of Cincinnati 
fellowship made possible through 
WLW and Crosley Broadcasting 
Corp., a study will soon be made 
of the use of television as an ed- 
ucational medium. The question- 
ing will be done in 14 metropoli- 
tan Cincinnati high schools and 
among Teachers College students 
at the university. If it’s deemed 
worthy, TV sets will be installed 
in some of the schools and special 
programs for in-school use will be 
started to augment the test. 


@ The Washington Post is con- 
structing a new seven-story plant 
to house all business, editorial and 
mechanical activities. When com- 
pleted, the building will bring un- 
der a single roof Post activities 
now scattered through several 
leased structures adjoining the 
newspaper’s current. main office. 
Plans call for new presses and 
other equipment which will double 
the newspaper’s productive capac- 
ity. The Post previously had an- 
nounced that it would build a new 
home for its mechanical depart- 
ment on L St., opposite the Stat- 


CREATORS and PRODUCERS 


SLIDE FILMS 


* Full 
Color 35 mm 
*® Black SLIDES 
and White 


“"Individualized'' service customed to 
your most exacting requirements. 


FILM 
SLIDES 


Masters made from your original art- 
work—and duplications. Completely au- 
tomatic process- 
ing equipment. 


Quantity 


DUPLICATIONS 


Any Size Transparency 
in Any Quantity 


quantity production 
for the trade. Prompt, courteous atten- 


We specialize in 


tion. 


SLIDE 
MOUNTING 


Special film services—lab or studio— 
for every film requirement, each budget- 
wise. 


CUSTOM MADE 


COLOR PRINTS 


Wash Off Relief— 
Sarbro 


% Free Service 
List 110 on 
request 


OVER 50,000,000 SLIDES PRODUCED 


CINEQUE Colorfilm LABORATORIES 


424 EAST 89th ST. N.Y.C. SAcramento 2-4894 
CHICAGO: 30 W. WASHINGTON + Fin. 6-2250 
NEW YORK: 18 EAST 42nd ST. + VAn. 6-2900 


ler Hotel. Decision to expand the 
project to a complete new plant 
was made after the foundation 
nearly was completed. 


e In Louisville, the sidewalk sup- 
erintendents thoughtfully have 
been provided with a telescope to 
watch construction of the new 
WHAS television tower. The ’scope, 
complete with attendant, has been 
set up about four blocks from the 
tower’s site. When completed in 
mid-February, the tower will be 
600’ high, Louisville’s highest 
structure. 


e With the tightening of defense 
expenditures now in process, de- 
fense money may not be as readily 
available for advertising this year 
as it was in 49, American Aviation 
Publications Inc. concludes in a 


study of ad volume in aviation 
business papers. The data, carried 
in American Aviation’s “Daily” for 
Dec. 28, shows that while total vol- 
ume of advertising in major na- 
tional publications in the field was 
slightly higher last year, compared 
with 1948, there were marked 
shifts in the placing of the adver- 
tising. Among popular, regional, 
specialized and organization publi- 
cations in the field, American Av- 
iation says, 1949 was largely one of 
declining ad revenue. 


e The Wall Street Journal wound 
up its 1949 promotional program 
with a “reverse” approach Dec. 28, 
carrying a full newspaper page 
headlined: “Advertising manager 
says trouble caused by Wall Street 
Journal pull.” Theme for the edi- 
torial-style ad was contained in a 
letter from Richard T. Brice, ad- 
vertising manager, Otis Elevator 
Co., who said, “You have no idea 
how much trouble you have caused 
by selling me an experimental in- 
sertion” in the Journal. The ad, he 


said, produced twice as many in- 
quiries as those from other papers 
carrying the Otis message, and 
forced a revision of the company’s 
media schedule. 


e WGAR, Cleveland, is adding a 
personalized flavor to its current 
appeal in advertising and radio 
publications, by sending out fresh- 
ly-baked, giant-size pies and plas- 
tic knives for handy slicing. It 
ties in with the announcement that 
WGAR’s audience “pie” is 15% 
bigger this year. 


e Implement & Tractor’s “Catalog 
File,” first composite ad-catalog 
and purchasing guide ever pub- 
lished for the farm equipment in- 
dustry, set a record for advertising 
volume among single issues of bus- 
iness papers in the field. That is- 
sue, published Dec. 24, carried 
240.13 pages of advertising, with 
the copy placed by 302 advertisers. 


e The fourth annual St. Louis 
Star-Times review, “Forward in 
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50,” ran to 80 pages, compared 
with 60 for the similar issue in 
1949. 


Direct Mail Group Elects 


Raymond A. Sholl Jr., vice-pres- 
ident of McLain-Dorville, has been 
elected president of the Philadel- 
phia Direct Mail Club. Other of- 
ficers are: Scott L. Wolff Jdr., 
Drake Press, vice-president; Joan 
A. Riese, Curtis Publishing Co., 
secretary; and Harry J. Beard, L. 
B. Lippincott Co., treasurer. 


Joins ‘House & Garden’ 


Howard Silsdorf, formerly with 
Archer A. King, publisher’s rep- 
resentative in Chicago, has joined 
the western advertising staff of 
House & Garden, a Conde Nast 
publication. He will make his 
headquarters in Chicago. 


Seeks State Legislation 

New York State Food Mer- 
chants Association is sponsoring 
a drive for state legislation to per- 
mit the sale of light wines in food 
stores, and is using full-page ads 
in all local food store papers. 


THE RICHMOND TIMES-DISPA 


THE FEATURE: 
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Take a good local story, sprinkle liberally with 
color photographs, reproduce in full color gravure. 
There you have the high readership recipe for - 
“Vanishing Virginiana",—typical of the Sunday 
fare served to eager readers of thirteen Locally- 
Edited Magazines. 
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Chinchilla Breeders Map Program 
to Make and Keep Fur a Luxury 


SaLt Lake Crry—American wo- 
men may have to wait several 
years before they see many chin- 
chilla fur capes, coats and stoles, 
put in the meantime they are going 
to hear and read a greal deal about 
“chinchilla, the luxury fur—for 
the woman who desires the fin- 
est.” 

As outlined in its new brochure, 
“Chinchilla, the Fur with a Fu- 
ture,’ National Chinchilla Breed- 
ers of America is stepping up its 
educational and public relations 
program. 

Eventually, the association wil! 
carry its story to consumers with 


rodents who lived among the boul- 
ders on the plateaus of the South 
American Andes, originally were 
trapped to supply furs for Inca 
royalty. 

Following the Spanish conquest, 
chinchilla fur became the hall- 
mark of many of Europe’s royal 
houses. So many of the little ani- 
mals were trapped that they al- 
most became extinct. 


s In 1923, however, an American 
mining engineer named M. F. 
Chapman brought 11 of the ani- 
mals to the U. S. From these few 
animals are descended most of the 


The entire program of the Na- 
tional Chinchilla Breeders Asso- 
ciation, therefore, is keyed toward 
informing fur buyers and stylists 
of the merits of the fur, and to- 
ward making the word chinchilla 
synonomous with the height of 
luxury in the minds of American 
women. 

Members of the association are 
being transformed into local pub- 
lic relations men for the chinchilla 
industry. The NCBA magazine and 
other association publications all 
are keyed to the one idea—chin- 
chilla is a luxury. 

Movie shorts on various aspects 
of ranching technique are avail- 
able to members for showing to 
friends and at club meetings. 


s In cooperation with leading fur 
stylists, the association is produc- 
ing a series of fashion movies for 


animal shows and, the association 
hopes, for exhibition in movie the- 
aters. 

The group also is concentrating 
on a national publicity program, 
designed to supply news and in- 
formation about the fur to maga- 
zines, newspapers, radio stations 
and trade publications—with spe- 
cial emphasis on farm programs 
and farm fashion publications. 

Galen E. Broyles Co., Denver, 
directs the account. 


Names Shelhamer Agency 

Lay-Rite Concrete Products Co., 
Seattle, has appointed the Seattle 
office of Vance Shelhamer Adver- 
tising to handle its advertising. 
Radio, newspapers and direct mail 
will be used in western Washing- 
ton. 


Shalimar Names Jay Agency 
Shalimar Glove Co., New York, 


.»» EXTREMELY WELL READ 
... GREAT IMPACT AS A 
MERCHANDISING FORCE 


If 


Advertising Manager 
THE ELECTRIC AUTO-LITE COMPANY 


The combination of full color plus locally- 
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NO DEADHEADS AMONG 
COMPANY SUBSCRIPTIONS 


; ads in Harper’s Bazaar, Made-|chinchillas now in this country. private showings to selected groups 

, | moiselle, Town & Country and| Since the animals usually raise|of buyers; to selected groups of a gg gh mee Ris ee nt 

Vogue. only two litters a year—two babies|customers by important depart- magazines and business papers. 

| Chinchillas, the thick-furred,|to a litter—very few furs are yet}/ment stores and fur salons; for] Sterling Advertising Agency for-| Oy, circulation manager has a sad 
s beautifully colored, friendly little| available for garments. branch meetings and national fur| merly serviced the account. mouth among a profession of melan- 


choly characters. He gets about 85 
pet of his checks in payment for 
subscriptions from companies. And 
he thinks there is nothing tougher 
to get than a renewal of a subscrip- 
tion that has to come out of some 
company’s funds. 


This reminds us of what goes on in 
plants all the time. It usually hap- 
pens about twice a year that some 
economy-happy accountant would 
come around with a list of 51 or 151 
different business papers that the 
company was receiving, some’of them 
with 6 or 8 or 10 subscriptions. The 
hatchet man from the moneyed de- 
partment with purple complexion, 
snorts that by tomorrow morning he 
wants to know just who it is in that 
company who reads each one of 
those copies . . . and, by thunder, 
we're going to cut that list half in 
two or my name isn’t Skinflint. 


Tragically, that accountant has the 
whip hand, and the offender goes 
and finds out who and why. And the 
list is cut, just as that financial wiz- 
ard has demanded. This kind of sur- 
gery is going on all the time, every 
place in the metals industry where 
the management is interested in 
making profits. 


The metalworking magazines are 
particularly vulnerable to this paring 
down because there are 38 compet- 
ing ones, and few firms can afford to 
carry the full load, unless there is 
good use for each. This multiplicity 
of metal magazines means that every 
time a production man, or an engi- 
neer, or a metallurgist, or a purchas- 
ing agent forwards an invoice for a 
metals magazine to the accounting 
department it gets a suspicious in- 
quiry. 


We have used Locally-Edited 
Magazines for some years and 
have always found them to be an 


We think that, in view of the can- 
tankerous nature of mankind, the 
fact that 85 per cent of our readers 


edited material makes for good readership. 
We are interested in buying as many eyes on 


{ 
: 


effective advertising medium in the markets 
in which we have advertised. Our experience 
with gravure advertising generally has been 


that it is extremely well read and has great 
impact as a merchandising force. 


Thirteen weekly newspaper magazines featuring the Local Touch 


for highest reader 


interest, 


for greater advertising value 


TOTAL CIRCULATION: OVER 2,300,000 COPIES EACH WEEK 


For further information contact any of the following representatives: Branham Company, Cresmer and Woodward, Jann & Kelley, 
John Budd Company, Kelly-Smith Compony, Moloney, Regan & Schmitt, O'Mara & Ormsbee, Sowyer-Ferguson-Walker Company 


Sincerely yours, 


ATLANTA JOURNAL 
COLUMBIA STATE 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE 
INDIANAPOLIS STAR 


NEWARK NEWS 


the page as possible for the dollars spent. 
Your magazines give us what we want in 


this respect. 


i i nial ede ecirenoasnenoos 


LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE TENNESSEAN 


NEW ORLEANS TIMES-PICAYUNE-STATES 
PITTSBURGH POST-GAZETTE 

RICHMOND TIMES-DISPATCH 

SALT LAKE CITY DESERET NEWS 

SAN ANTONIO EXPRESS 


manage to get their companies to 
pay for their subscriptions even 
though many are mailed to indi- 
viduals, is a real pat on the back. 


It is true of course that if they made 
ovt their personal check they could 
probably deduct it from their in- 
come tax, but you can’t beat having 
the boss pay the whole $8 swag for 


H. D. Bissell it. That means he thinks it is a 
a worthwhile buy for you to be read- 
' Advertising Manager ing on company time. 


That means that The Iron Age has 
become an official publication. Year 
after year, it is paid for in company 
funds to be read on company time. 
And this could hardly be considered 
as experimental. We have been in | 
the business of publishing this mag- 
azine for 95 years.-There are a few 
people in the metalworking industry 
who don’t know what The Iron Age 
is, but they are in the minority. 


In the face of this kind of pressure 
from the accounting office and the 
government, can you blame us for 
being proud that we get more than 
twice as many renewals as any other 
metalworking magazine? 


THE IRON AGE 
100 EAST 42nd ST. 
NEW YORK 17, N. Y. 
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This great travel audience is one of the reasons why the following railroads and airlines carry 
SPORTS AFIELD, exclusively among sportsmen’s magazines, in their club cars and aboard their 
airliners. 


RAILROADS 
; Atlantic Coast Line Chicago & Eastern Illinois New York, New Haven & Hartfor 
Boston & Albany Erie Railroad New York, Chicago & St. Louis 
Canadian National Kansas City Southern Northern Pacific 
Canadian Pacific Louisville & Nashville Pennsylvania Railroad i Spat 
Central of vy « The Milwaukee Road St. Lovis-Southwestern . eg. 
Chesapeake & Ohio Missouri Pacific Lines Spokane, Portland & Seattle ead eee ‘ 
Chicago, Burlington & Quincy Nashville, Chattanooga & St. Lovis Texas & Pacific oe 7 
AIRLINES 
Braniff Airways Delta Air Lines Northeast Air Lines 
British Overseas Eastern Air Lines Pan-American Airways 
Capital Airlines Midcontinent Airlines Piedmont Airlines 
Challenger Airlines Monarch Air Lines Transcontinental & Western 
Chicago & Southern Air Lines National Airlines United Air Lines 
Continental Airlines Western Air Lines 


*Sportsmen with an appreciation of the finer things of life—and the leisure and means to enjoy them 
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: | That’s why each year | | 
| SPORTS AFIELD carries more and more 
q | Travel, Transportation and Resort advertising. 
| " , 
a 70 | 
; ; 65 
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; 55 3 
i gb 1948 1949 | 


Source: P.1.B. 
(1949 based on 10 months P.1.B.) 
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Federal Budget Is Serious 
Matter to Entire Country 
WaASHINGTON—Just about the 
time ADVERTISING AGE reaches its 
readers Jan. 9, daily newspapers 
will be carrying the details of the 
1950 federal budget. That’s the 
story returning congressmen have 
been anxious to hear; year in and 
year out, the budget is the most 
significant story “moved” on Wash- 


By STANLEY E. COHEN, Washington Editor 


ington news wires. 

The State of ihe Union message 
and the Economic Report represent 
little more than the fond hopes of 
the administration, but the budget 
is anything but ethereal. In rais- 
ing and spending approximately 
$43 billion, government rests a 
heavy hand on the “free market.” 
Its taxes influence the spending 
plans of business and individuals; 
its spending creates business op- 


portunities, develops new markets 
and injects abnormal trends in the 
economic picture. 

The budget dramatizes the na- 
ture of “big government.” More 
than 2” thick, its telephone-book- 
size pages tabulate thousands of 
projects—pensions for Spanish- 
American War veterans, a survey 
of manganese deposits, a study of 
the cost of marketing apples, re- 
vision of the cost-of-living index, 
the arrangements for financing ru- 
ral telephone cooperatives. 

Each project may be tightly bud- 
geted and devoid of appreciable 
waste. Yet, because of the sheer 
volume of activity accumulated 
over the years, much of it allegedly 
“temporary,” it adds up to nearly 
$43 billion. The budget is one of 
the challenges of our day: How can 


it be cut? 
e« e@ e@ 

Whatever the fate of their legis- 
lative program in Congress, Demo- 
crats are certainly riding high. In 
fact, acceptances for the $100-a- 
plate Jackson Day dinner next 
month are pouring in at such a 
rate that the chairman, Charles 
Luckman, president of Lever 
Brothers, has reserved the Na- 
tional Guard armory here. The ar- 
mory seats 5,000 and the food is 
to be rushed in heated trucks from 
the Hotels Statler and Mayflower. 
In the past, the Statler and May- 
flower, with combined capacity of 
3,000, were more than enough. 

e e@« @ 

It has been said before, but it is 
worth repeating: This session of 
Congress will probably be the least 


NATIONS CARTTA . 
sPEED 25. MILES: 


You Are Now Entering a Top-Quality Market 


HIS SIGN will greet an estimated 15,000,000 
Americans in 1950, when they visit Wash- 
ington, D. C. to see the sights and the Sesqui- 


centennial. 


But Washington will not only be the show- 
place of 1950 — signs also point to another 
great business year in this Top-Quality market: 


POPULATION 


of the Washington Metropolitan 


Area is now over 1,400,000 (July 1, 1948 Census 


estimate). 


BUYING POWER of Washington 


families was third in the nation by states in 1949. 
“Sales Management” (Nov. 10, 1949) put family 
Effective Buying Income at $5,609. 


BEE We Secu Mar FG, Weegee: Da Ss 


in the Nation’s 8 Capital 


For national advertisers here are other im- 
portant Washington signs for 1950: 


Total advertising in The Star (1st 10 months 
of 1949) continued highest of all local papers. 
Total Star lineage was 64.5% above the second 


Washington paper. 


In 1950, sell in Washington’s top market- 


place—The Star. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Member: Bureau of Advertising ANPA, Metropolitan Group, 


5 eee 


ah ee 


* No. 1 in advertising lineage * No. 1 in home-delivered circulation * No. 1 in readership 


THE EVENING 


STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 


Advertising Age, January 9, 1959 


annoying that business has ex- 
perienced in many years. Aside 
from Social Security expansion, 
there will be very little “Fair 
Deal.” There is solid congressional 
support for tax reforms, for re- 
duced federal spending and for a 
“stop, look and listen” at anything 
which might upset the bright bus- 
iness prospects in sight for 1950. 
There may be a lot of barking, but 
1950 is not the year for the bite. 
ee ee 

Within a few days, researchers 
for the Survey Research Center of 
the University of Michigan will 
be in the field, making the fifth 
annual Federal Reserve study of 
consumer income, spending and 
saving. This year’s report, with 
special emphasis on total financial 
reserves of individuals, will prob- 
ably be ready by late spring. 

ee ee 

Federal Trade Commission hit 
an unexpected snag in its plan to 
impose a carload limit on discount 
schedules in the tire industry when 
two big manufacturers asked the 
federal district court here to pre- 
vent the commission from inter- 
fering with discount arrangements 
they maintain with big mail order 
houses and chains. Though FTC 
has had the power since 1936, this 
is the first time it has considered 
a maximum discount unit for an 
industry. After nearly 18 months 
of investigation, it said last fall 
that a handful of big buyers get 
an unfair advantage from existing 
tire industry discount arrange- 
ments. Tire makers were given un- 
til Aug. 19 to comment on the car- 
load-limit discount plan. 

ee @« @ 

Federal Security Administration 
has demonstrated its proficiency in 
the graphic arts with an arresting 
report, “Brass Tacks,” telling in 
picture and chart form how its 


' federal-state program for rehabil- 


itating disabled civilians has as- 
sisted 220,000 persons. The report 
says “rehabilitations” during a 
five-year period added $900,000,- 
000 to the nation’s purchasing pow- 
er and produced $70,000,000 in fed- 
eral income taxes. The program 
cost $76,000,000. 
e ee 

State Department has its graphic 
experts, too. The department’s Of- 
fice of Public Affairs has issued 
an attractive two-color brochure 
backing up the President’s Point 
4 program of technical aid to back- 
ward areas. Illustrated effectively 
with maps and charts, the report 
says “two-thirds of the entire hu- 
man family are caught in ignorance 
and lack of technical skills and 
capital.” 

The brochure says Point 4—tech- 
nical guidance costing $85,000,000 
annually—will break the vicious 
cycle and will eventually pay off. 
U. S. exports to “advanced” areas 
amount to $5.80 per person a year 
it explains; to “backward” areas 
only 70¢. Point 4 aids include re- 
search, technical libraries and film 
services, on-the-job training, ex- 
changes of teachers and students, 
demonstrations of methods and in- 
ternational conferences. 


Appoints Nat Weinstein 


Nat Weinstein has been named 
advertising and sales promotion 
director of Pargament-Fidler Inc. 
and Capital Poster Service Inc., 
New York, creator of sales promo- 
tional and advertising display ma- 
terial for the retail dry cleaning 
and laundry fields. He was former- 
ly advertising manager of Kent 
Stores, New York, and Paul Serv- 
ice Stores, Montreal, and was ra- 
dio director and an account exec- 
utive of H. W. Hauptman Co., New 
York agency. 


Two Join Booth Newspapers 


J. Carl Leininger, formerly with 
Newspaper Advertising Service 
and National Publisher, and Wil- 
liam Gibson Pursell, previously 
with Parents’ Magazine, have 
joined Booth Michigan Newspa- 
pers and the Detroit News. 
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| Again in 1949 
Ist among FARM Magazines 
12th among ALL Magazines 


in Advertising Revenue 


1950. 
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when Again business recognizes Country Again business recognizes Country 

d th ; 

"pre- Gentleman as the most effective selling Gentleman as one of America’s most 

aoe : 

mee: force in Rural America—by investing more powerful movers of merchandise—by an 
d J . 

“PTC advertising dollars in its pages than in investment that placed it 12th among all 

, hi * — * . 

jered | any other farm magazine. . . magazines in advertising revenue. 

: fall 
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abil- | 2,300,000 circulation concen- 
} as- | trated among the “‘top-half” 

| farm families who receive 
000,- 90% of the nation’s entire 
rt farm income. 
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1949 -A BANNER Y 
NEW YORK JOURNAL 


For the entire year of 1949 the Journal-American 
published more total advertising linage than any 
other New York evening newspaper. 


® The Journal-American, New York’s largest home- 
going newspaper, reaches an audience of 
700,000 families daily ... more than the World- 
Telegram and Sun combined. 


@ Leadership in advertising-leadership in circulation 
...the first time in a quarter century that any New 
York evening newspaper can make this statement. 
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Information for Advertisers 


No. 3477. Plastic—Bind Your Own 
Sales Presentations. 

In a brochure entitled “Do Plas- 
tic Binding Right in Your Own Of- 
fice,” the General Binding Corp. 
presents details of a new low-cost, 
lightweight plastic binding unit for 
use in agencies and publication of- 
fices for binding booklets, reports, 
proposals, etc. It will make a wide 
backbone for presentations and 
similar documents, and a narrow 
backbone for flop-over easels. 


No. 3480. Male Influence on House- 
hold Purchases. 

Whether he is hen-pecked or 
helpful, says “Man’s Status To- 
day”—a brochure offered by Wo- 
man’s Home Companion—the hus- 
band plays no small part in buy- 
ing groceries, soap, etc., and shap- 
ing household buying policies. De- 
tailed breakdowns show where the 
male influence is strongest. 


No. 3484. What Iowa Farmers Will 
Buy. 

“1950 Buying Requirements of 
Iowa Farm Families” is a study of- 
fered by Wallaces’ Farmer, show- 
ing buying intentions in building; 
plumbing, heating and cooking; 
household furnishings; vacations; 
electric equipment; general farm 
equipment; sprays and spraying 
equipment. Over 25 items are cov- 
ered. 


No. 3485. Market and Media Data 
in Construction Field. 

In “The Sales Power of ACP” 
the Associated Construction Publi- 
cations present over-all statistics 
for their combined markets and 
circulations, and then give detailed 
market and media breakdowns for 


Screened Displays. 


sion in Color, 


ples of 


fluorescent inks, 


silk-screen printers. 


Will Buy this Year. 


sin Agriculturist. 


for South Bend. 

“Standard Market & Media Data 
for South Bend, Ind.” is a new 
market and media file offered by 
the South Bend Tribune, and pre- 


A’s prescribed form. 


Note: Inquiries for items listed above will not be serviced beyond Feb. 20. 


USE COUPON TO OBTAIN INFORMATION , 


Readers Service Dept., ADVERTISIN 


IR 
i. 100 E. Ohio St., Chicago 11, Ill. 
| 

| 

| 
| PTeTIT TTT eee ee ee 
| 


| 
COMPANY 
| ADDRESS 
yi 


CITY & ZONE 


Please send me the following (insert number of each item wanted) 


G AGE 


MAXWELL 
SERVICE 


a fart of your 
SALES DEPARTMENT 


POSTER 


ADVERTISING 
. 


PAINTED DISPLAYS 


. 
SPECTACULAR 
ELECTRICS 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


all 12 of their associated publica- 
tions. Maps, charts, and illustra- 
tions round out the complete pic- 
ture. 


No. 3447. Extra Color Punch in 


In its brochure, “A New Dimen- 
” Switzer Brothers 
Inc., Cleveland, shows actual sam- 
its daylight fluorescent 
screen colors, and tells how these 
best can be employed to gain ex- 
tra color-impact in car cards, 24- 
sheet posters, counter cards, win- 
dow streamers, etc. The daylight 
developed for 
Army signaling, are visible four 
times as far as conventional colors 
and actually gain in brilliance dur- 
ing dark or cloudy weather. The 
inks are patented, and are used in 
an exclusive process by Switzer 
licensees. The details are of in- 
terest both to advertisers and 


No. 3488. What Wisconsin Farmers 


Here are the results of a ques- 
tionnaire in which Wisconsin farm- 
ers tell what they will buy for the 
farm, while their wives tell what 
they will buy for the house. About 
200 items are covered, from new 
homes and silos to waffle irons and 
television sets. Offered by Wiscon- 


No. 3489. Market and Media Data 


pared in conformity with the Four 


HELP WANTED 

FRED J. MASTERSON 

ADVERTISING AND PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
Experienced daily newspaper ad man 
wanted for part-time supervision on large 
college daily. Pay fair, not marvelous; 
chance for graduate work. Start February, 
1950. Write 

Box 2869, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Newspaper space salesman, successful in 
classified and display, able to sell and 
service large and small retail accounts 
of all kinds and who has demonstrated 
executive ability to assume management. 
Excelient opportunity with mid-western 
Shopper with complete coverage of im- 
portant metropolitan market. State quali- 
fying experience of all kinds, age, salary, 
availability. 

Box 2872, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
AGENCY ART LAYOUT & PRODUCTION 
A young man with training and ambition 
or a top man with proven experience— 
who has learned that “rainbows” are 
where you make them. I have a well 
equipped studio and established volume 
located in N. E. Mich. Am looking for a 
future partner to take over all creative and 
production art as I’m busy with general 
agency work. Write about yourself, fam- 
ily, experience, ambitions and include 
photo. 
Box 2860, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
~~ ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 
— POSITIONS WANTED 
Sales Pr ti Public Relati 
Available immediately, top notch execu- 
tive, 15 years experience. Will plan and ex- 
ecute sales promotion and public relations 
campaigns, arrange tie-ins, edit house or- 
gans. Minimum salary - $10,000. 
Box 2867, ADVERTISING AGE 
ll E. 47th St., New York 17, N. 
a, SAN FRANCISCO 
OR MINNEAPOLIS 
This advertising and merchandising man 
would be interested in leaving an execu- 
tive position with a top 4-A agency in 
Chicago for the advantages of living on 
the West Coast or in Minneapolis. Would 
consider industry as well as agency offer. 
Marketing and contact background heavy 
in national and regional foods. In early 
thirties, married. Complete resume of per- 
sonal and business background at your re- 
quest. 
Box 2868, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TOP CREATIVE VERSATILE ARTIST 
16 years agency, studio, free lance ex- 
perience in layout & finish. $6500. Chgo 
Box 2871, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN wants advertising 
job where background will be of value. 2 
years retail store sales job has taught me 
the buyer’s viewpoint. 1 year life insur- 
ance selling. Classified ad job. Special 
training in writing. College graduate, 
advertising major. Know accounting. Can 
take dictation. Age 30. Married. Chicago 
area. Write 

Box 2873, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


~~~ $PACE SALESMAN AVAILABLE 
College graduate. Aggressive for new bus- 
iness. Known in Chicago district. 

Box 2875, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


RETOUCHER & MECHANICAL ARTIST 
4 yrs. exp., desires perm. pos., min. sal- 
ary $240 mo. Will do revamping if nec. 
Box 2877, ADVERTISING AGE 

_100 E. Ohio St., Chicago 11, Ill. 


‘MEDIUM-SIZE AGENCY 

OR FOOD MANUFACTURER 

Aggressive, creative young man, age 30, 
now employed as Assistant Advertising 
Manager by large food manufacturing 
firm, marketing nationally advertised 
brands seeks position with opportunity to 
more fully utilize creative and administra- 
tive abilities. Over seven years experience 
with grocery products. Present position 
covers product development, marketing 
strategy and planning, market selection, 
media selection, copy, consumer research, 
merchandising and practical field work 
with retail sales force. Add experience 
in layout and designing of packages, la- 
bels, point-of-sale, outdoor, sales and con- 
sumer promotion materials; plus develop- 
ment and purchase of premiums, both 
trade and consumer; not to overlook pre- 
vious experience in graphic arts both as 
buyer of printing, and have actually 
rendered designs and layouts. Married. 
Prefer New York area. Resume available. 
Box 2878, ADVERTISING AGE 


Y. 


Fiqure bold face heads 
y fae 40 per line, Box 


POSITIONS WANTED 
Might this be of interest to you? After 
conducting a successful art studio for the 
past five years I am now considering “‘clo- 


sing shop”. Wish to get back to art direc- 
tion and the drawing board....in other 
words I have become too involved in just 
being a business man. So, I’m “casting 
about” for a responsible position with a 
large organization who would pay a salary 
of $150.00 a week. Have twenty years ex- 
perience ....a couple of which were used 
serving as instructor in pe oe aan design 
at one of the larger art schoo 
Box 2858, ADVERTISING ‘AGE 
100 E. Ohio St., Chicago 11, Ill. 
Advertising - Sales Promotion - PR 
Man with 17 years in advertising, news- 
paper, magazine and creative printing 
field, broad journalistic experience, seeks 
connection where such talents can do a 
real sales promotion and public rela- 
tions job. Now on retainer by major pub- 
lic utility. Age 38, married, prefer South. 
Will consider $8000 if good future. Only 
top-flight executive references. P. O. Box 
41, Winter Park, Florida. 
Resourceful young woman with 39 mo. 
exp. as Girl Friday to Pres. of Chicago 
adv. agency, handling space buying, ac- 
counting, some prod. Complete knowledge 
of agency procedure. Desires position with 
permanent future. 

Box 2874, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

_ REPRESENTATIVES WANTED 

N. Y. Adv. Agency interested in setting- 
up Representative Offices throughout the 
States, for handling National Advertisers. 
Write in detail your present Agency fa- 
cilities. 

Box 2870, ADVERTISING AGE 
ll E. 47th St.. New York 17, N. Y. 


MISCELLANEOUS | 
FINE AGRICULTURAL ART — 


Write for Folder of Stock Illustrations. 
John Andrews 1504 Dodge, Omaha, Nebr. 
SALES EXECUTIVE 
WITH APPROX. $15,000 
Can obtain stock interest of silent partner 
in a well known creative business in 
Chicago. Must be able to take complete 
charge of sales and contact advertising 
agencies and large businesses direct. 
Box 2876, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MY LOSS— YOUR GAIN 


As a result of a shift in personnel, | am 
forced to part with my secretary-assistant 
who has served me well and faithfully 
for lo, these past two years. She's ex- 
tremel) competent and personable—the 
typical ad man's typical gal Friday. | 
feel obligated to see that she gets a 
boss worthy of her. For further info write 
Box 7513, ADVERTISING AGE 

100 E. Ohio Street, Chicago I1, Illinois 


Washington Correspondent 
Fifteen years with 

Foote, Cone & Belding 
at regular fixed salary. After January 15 
available on fee basis for service to other 
agencies or advertisers. 

Edwin J. Heath 

1300 National Press Bldg. 

Washington, D. C. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Advertising Age, January 9, 1950 « 


‘50 Will Be Record 
Direct Mail Year, 
DMAA Head Predicts 


New YorK—Direct mail adver- 
tising will reach record proportions 
during 1950, according to Frank 
Frazier, executive director, Direct 
Mail Advertising Association. 

Reporting on a check of DMAA 
advisory committee members in 
major cities across the country, Mr. 
Frazier said that the forecast of 
excellent prospects came from rep- 
resentatives of almost all indus- 
tries. 

“Direct advertising’s opportuni- 
ties and importance,” said Mr. Fra- 
zier, “are probably greater than 
they ever have been before. As 
all advertising expands in volume, 
we find that direct advertising 
goes up with it, often to an even 
greater percentage than the gen- 
eral over-all gain.” 

He also pledged the assistance 
of DMAA members to all com- 
panies interested in exploiting the 
medium. 


Anahist Co. Expands 
Advertising Schedule 

Anahist Co., Yonkers, N. Y., 
will launch an augmented adver- 
tising campaign for its antihista- 
mine this month with increased 
schedules in newspapers, Sunday 
supplements, magazines, and farm 
publications. 

The company also has two new 
network radio shows—“The Fal- 
con,” which started Jan. 1 on Mu- 
tual, and “True or False,” which 
began Jan. 7 on the same network. 
Its sponsorship of ‘“Counterspy” 
on ABC has been dropped. Foote, 
Cone & Belding is the agency. 


Whirlwind Appoints Two 


Martin O’Brien has been ap- 
pointed sales manager of Whirl- 
wind Inc., Milwaukee, maker of 
power lawn mowers (subsidiary 
of Toro Mfg. Corp., Minneapolis). 
Allen Haskin has been named as- 
sistant sales manager. Mr. O’Brien 
formerly was sales office man- 
ager of Toro and Mr. Haskin was 
export manager. 


Stockman’s Ranch to Clark 


Harold Walter Clark Inc., Den- 
ver, has been named to handle the 
advertising and public relations of 
Stockman’s Ranch Co., Denver, 
which specializes in ranch trans- 
actions. 


Filene’s Names Dorland 
Dorland Inc., New York, has 
been retained to handle the na- 
tional advertising of Filene’s of 
Boston. 


100 E. Ohio St., Chicago 11, Ill. 


WANTED: Agency Partner 


"I offer full partnership in a 10-year-old (and growing) 
Northern New England agency to an enterprising, congenial 
individual who can match or better my $100,000 commission- 
able billing and who will prefer living in a beauty spot, with 
fishing, hunting and skiing at his door, to the din and furor of 
a large city. The principal has 17 years’ “big agency” experi- 
ence; the art director is both an artist and an advertising de- 
signer. Write in detail and in confidence. 


AGENCY PRESIDENT, Box 7511, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


OUTDOOR. 
ADVERTISING 


$15,000 to $18,000 
ART DIRECTOR 
AVAILABLE 


Broad experience in National and 
Business Paper Advertising. 

Can head medium to large Art De- 
partment . . . PROFITABLY. Chicago 
preferred but will move if opportu- 
nity warrants. Age 42. Married . . . 
one child. Replies from Principals 
will be treated in strictest confidence. 

Box 7512, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 
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Norge Division to 
Move General Office 
to Merchandise Mart 


Detroit—The Norge division of | 


Borg-Warner Corp. pians to move 
its general office to the Merchan- 
dise Mart, Chicago, within the 
next few months, where it can ef- 
fect ‘closer contact with and bet- 
ter service to Norge’s 14,000 re- 
tailers and 72 distributors,” accord- 
ing to George P. F. Smith, presi- 
dent. 

No Norge products have been 
manufactured here since the war, 
he explained, and “it seems high- 
ly desirable to move our offices 
to the home furnishings center of 
the nation.” The move, he added, 
will greatly increase “our acces- 
sibility to the people with whom 
we are doing business and will 
provide closer and more frequent 
contact with store owners, mer- 
chandise managers, distributors 
and buyers who visit Chicago fre- 
quently.” 


a W. O. Ollman, general man- 
ager of the Mart, who announced 
the acquisition of Norge as a lead- 
ing new tenant, said the division 
will occupy about 35,000 square 
feet of space on the second floor of 
the building. The entire area will 
be remodeled and air conditioned. 

Transfer of the company’s exec- 
utive, administrative, sales, ad- 
vertising and accounting depart- 
ments from Detroit to Chicago will 
involve more than 250 employes, 
with the move to be completed in 
time for the summer International 
Home Furnishings Market which 
opens in the Mart June 19. About 
10% of the space will be devoted 
to displays of Norge products. 

Norge manufactures refrigera- 
tors and home heaters in Muskegon 
and Muskegon Heights, Mich., 
ranges and home laundry equip- 
ment in Effingham and Herron, 
Ill, and the Rollator compressor 
in Chattanooga, Tenn. 


‘Television Guide’ 
Expands, Moves Offices 


Television Guide, weekly pro- 
gram and service magazine for 
TV set owners in the New York 
area, has opened new and larger 
offices at 251 W. 42nd St. Pub- 
lished for 19 months, the maga- 
zine recently added eight editorial- 
advertising pages to its format. 

Started with free distribution of 
25,000 copies per week, Television 
Guide now claims a weekly cir- 
— of more than 100,000 net 
paid. 


AMA Chapter Elects Cahn 


Ralph G. Cahn, owner of Ralph 
G. Cahn Advertising Agency, San 
Francisco, has been elected presi- 
dent of the northern California 
chapter of the American Market- 
ing Association. Other new of- 
ficers are: Lewis W. Forman, Stan- 
ford Research Institute, and R. Al- 
lan Hickman, Dobeckmun Co., 
vice-presidents; John D. Louth, 
McKinsey & Co., treasurer; and 
Stuart Choate, Western Advertis- 
ing, secretary. 


Long Agency Names Doten 


Everett Doten, formerly with 
Gardner Advertising Agency, 
Washington, D. C., has been ap- 
pointed an account executive in 
the San Jose office of Long Ad- 
vertising Service. Jack Bucker, ac- 
count executive, has been trans- 
ferred from the agency’s San Jose 
office to San Francisco. 


Appoints Burr Odell 


Burr Odell has been appointed 
sales manager of the West Coast 
Stained Shingle Co., Seattle. He 
succeeds Arthur Vander Sys, now 
Sag Simpson Logging Co., Seat- 

e. 


To Guild, Bascom & Bontigli 


The New York Times has named 
Guild, Bascom & Bonfigli, San 
Francisco, to direct its trade pub- 
lication advertising in the west- 
ern states. 


$680,000,000 Spent for Food and Drugs 


in Towns covered by The Dallas News 


a 
C 


Ny Gia 


In this fabulous market . . 45% of the white families that spent the 
$680,000,000 get breakfast-time home delivery of The News! Put your 
advertising where the money-to-buy is . . before people who make more 
and spend more . . readers of The Dallas Morning News. Write for interesting 
new survey . . showing that no other paper gives such coverage in these 72 
counties . . 218 towns! 


CRESMER & WOODWARD, INC., Representatives: 
New York, Chicago, Detroit, San Francisco, Los Angeles 


Che Dallas Morning News 


*BREAKFAST-TIME HOME DELIVERY IN 218 TEXAS TOWNS ALONG OUR MOTOR ROUTES 
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Arndt Agency Names Three 


Robert C. Chapin, account exec- 
utive of John Falkner Arndt & 
Co., Philadelphia, has been elected 
secretary and a member of the 
board of directors. John F. Arndt, 
president, will assume the title of 
treasurer in addition to being re- 
sponsible for heading the agency’s 
Sales program. Earle C. Thomp- 
son, industrial account manager, 
has been named to serve on the 
management committee. 


Signs for ‘Last Date’ Film 


Lumbermens Mutual Casualty 
Co., Chicago, has signed with 
Wilding Picture Productions Inc. 
for production of a new 20-minute 
film, “Last Date.” The motion pic- 
ture will promote automobile safe- 
ty by pointing up the dangers in- 
volved in reckless driving by teen- 
agers. 


Day Appoints Perry Brown 


Perry Brown Ine., Cincinnati 
agency, has been appointed to han- 
dle the advertising of J. H. Day 
Co., Cincinnati, manufacturer of 
bakery and chemical processing 
machinery. 


IN ST. LOUIS 


KWK 


HAS TOP RATED 
me AVAILABILITIES! 


.+.if you are considering 
this large market it will 
pay you to investigate 
what KWK has to offer. 


For example, for the past few 
years KWK had more top rated 
local shows than any other 
station in St. Louis. One of these 
shows NOW has one spot strip 
available Monday through 
Saturday. Look at the rating of 
this show. (Hooper — Decem- 
ber 1948— April 1949.) 


6:15 
ee ee « 6:45 PM 


KWiK 
STATION A 
STATION B 
STATION C€ 


10.0 
9.9 
6.5 
4.5 


a“ 


al 


“a 


Advertisers have realized the 
value of these shows —the 
value of reaching more lis- 


teners for your dollars. 


“All of these shows are designed 
specifically to fit this market-— 
to do the job for you. 


Globe-Democrat Tower Bldg. 
Saint Louis 
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New YorkK—During the first 50 
weeks of 1949, ADVERTISING AGE 
published the obituaries of 327 
men and women intimately con- 
nected with the advertising busi- 
ness. Of these, 300 included the de- 
ceased’s age. 

The median age of these 300 
men and women at death was 62. 
Their average age, even though 
28 were in their eighties and five 
in their nineties, was the same—62 
and a fraction years. . 

Here is the number and per- 
centage which died in each ten- 
year age span during the year: 


No. Per cent 
In the 20s 3 1.0 
In the 30s 13 4.3 
In the 40s 38 12.6 
In the 50s 78 26.0 
In the 60s 74 24.7 
In the 70s 61 20.3 
In the 80s 28 9.3 
In the 90s 5 27 


s Is this good, or bad, by compar- 
ison with other industries? No one 
seems to know for sure, but it is 
interesting to compare the figures 
with the most nearly comparable 
data which are available—those 
published in the Oct. 10, 1949, is- 
sue of Steel, covering the most re- 
cent 200 deaths in the iron and 
steel industry at that time. 

Steel found the average age at 
death of its group to be something 
over 64, a significant difference. 
By age groups, they were listed as 
follows: 


No. Per cent 
In the 30s 2 1.0 
In the 40s 18 9.0 
In the 50s 46 23.0 
In the 60s 69 34.5 
In the 70s 44 22.0 
In the 80s 21 10.5 


s There are two significant com- 
parisons to be found here, in ad- 
dition to the fact that the average 
age of death in the iron and steel 
industry was two years higher than 
in the advertising business. The 
first is that Steel recorded no 
deaths in the twenties, and no 
deaths in the nineties, whereas the 
AA obit column showed a total 
of eight in these two groups. 

The second is that, despite the 
greater over-all span of years 


Obits Show ‘Average’ Adman Is Dead 
at 62; Comparisons Are Hard fo Find 


shown in the AA obituary column, 
there was a noticeably higher con- 
centration of advertising deaths 
in the fifties—26% of the total 
dying in that decade, as against 
only 23% for the steel men. 


ws The presence of three obituaries 
of advertising men who died in 
their twenties and the absence of 
any such in the steel executives’ 
list is easily explained—it is com- 
paratively common for men and 
women to develop stature in the 
advertising business at a tender 
age, and comparatively rare in the 
steel business. What influences af- 
fected the figures at the other end 
of the life scale are unknown. 

Whether these figures on the 
age-at-death of advertising people 
bear out—or explode—the com- 
monly held notion that advertis- 
ing men die young, ADVERTISING 
AGE is unable to say. A year-end 
check among insurance companies, 
health associations and industrial 
groups reveals that there is vir- 
tually no current data on death 
rates by occupations. 


w@ Inquiries at the offices of Met- 
tropolitan Life Insurance Co., the 
Institute of Life Insurance, the 
American Heart Association, the 
National Tuberculosis Association, 
the National Industrial Conference 
Board, the American Management 
Association and the U.S. Depart- 
ment of Commerce, confirmed the 
fact that there are no current sta- 
tistics on death rates by occupa- 
tion. 

Apparently the only study of 
this kind ever made was compiled 
in 1930. Entitled “Death Rates by 
Occupation,” it was edited by Jes- 
samine S. Whitney, statistician of 
the National Tuberculosis Associ- 
ation. 


es Based on data of the U.S. Cen- 
sus Bureau for 1930, because the 
uniform death certificate was not 
in general use until that year, the 
study is still standard. According 
to insurance statisticians, it is still 
valid for purposes of evaluation 
and estimates. 

It uses the vital statistics of ten 
selected states: Alabama, Connect- 


icut, Illinois, Kansas, Massachu- 


If you want to get an 

rate reflection of the merits 
of a new campaign, test it 
first. And before you choose | 
a testing area, ask yourself 
this vital question: Are mar- — 
ket conditions representative — 


results? Definitely yes” 
in Roanoke. i 


Se) eR cen 


Representative 
The KATZ AGENCY 


and stable, so you can - 
depend upon distortion-free 


TEST FIRST IN 


ROANOKE 
(AN IDEAL TEST MARKET 


Because Roanoke is a self-contained, 
17-county market of more than 
450,000 diversified population. 

Because the Roanoke newspapers 
completely dominate the market, with 


: tah ae 
The basic ingredients for an accu: 
rate test market explained and 
; illustrated in this 
interesting, informa- 
tive booklet. Write 
for your complimen- 
tary copy of 
ARRET Seetenens 
ie 


Sawyer, Ferguson, 
~~ Walker Co., 60 East 
—— te ee 


ROANOKE 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


CC eee a — 
SAWYER + FERGUSON + WALKER CO 


4 
National Representatives 
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FERGUSON FROLIC—Celebrators of Harry Ferguson Inc.’s 10th anniversary meet in 
Philadelphia offices of Farm Journal. Cake samplers are: Graham Patterson, Farm 
Journal president (left); Curry W. Stoup, ad director of the Ferguson company; 


Richard J. Babcock, Farm Journal vice-president; and Dolph Jansen Jr., account exec- 
utive for Ferguson at Fuller & Smith & Ross. 


setts, Minnesota, New Jersey, New 
York and Wisconsin. 

Deaths from all causes of gain- 
fully occupied males between the 
ages 15 and 64, in the 10 selected 
states, per 1,000 of population, ac- 
cording to social economic classes, 
are given in great detail. 

Pertinent examples, which some 
insurance statisticians regard as 
representative, even after a lapse 
of 20 years, include the following: 


s Advertising agents, 5.92 deaths 
per 1,000 of population; paper, 
printing and allied industries, 
4.15; editors and reporters, 8.77; 
department stores, 4.84; druggists, 
8.12; variety stores, 4.88; groceries, 
8.27; hardware, 8.07; food and al- 
lied industries, 5.30; liquor and 
beverage industries, 5.29; iron and 
steel, 5.51; manufacturers and of- 
ficials in manufacturing (general) 
7.24; jewelers and watchmakers, 
11.28; bankers and brokers, 7.53; 
lawyers and judges, 7.89; techni- 
cal engineers, 5.14; physicians, 
10.69; radio announcers, directors, 
managers and officials, 4.44; hotel 
keepers, 15.51; purchasing agents, 
6.17; stenographers and _ typists, 
2.27. 

The six principal causes of death 
are listed as diseases of the heart; 
tuberculosis; cancer; pneumonia; 
nephritis and other kidney di- 
seases, and cerebral hemorrhage. 


s The reason death rates by oc- 
cupation are difficult to compile, 
statisticians say, is because of the 
tendency of workers to change their 
occupations when their health is 
impaired, or when they are grow- 
ing old. In addition, there are no 
local or national facilities set up 
for gathering data by industrial 
categories. 

Incidentally, with reference to 
the figures given above it is in- 


At 22, these graduates had a life 
expectancy of 45.11 years; the life 
expectancy for the general white 
male population at the same age 
was 40.71. 

According to Messrs. Dublin, 
Lotka and Spiegelman, statisticians 
of the Metropolitan Life Insurance 
Co., in their book, “Length of Life,” 
(Ronald Press, 1949) the mortality 


from nearly all causes of death is © 


high among the economically less- 


favored classes. However, they ob- © 


serve: 
“Since living standards have 
been raised materially in the peri- 


od following the analysis by Whit- 


ney, the disparity between the 
mortality rates for the lower and 
the higher social economic groups 
is undoubtedly much less marked 
at present than it was in 1930.” 


Agency Changes Name 
William Warren Agency, 45 W. 
54th St., New York, has changed its 
name to William Warren, Jackson 
& Delaney. Stevens P. Jackson, 
new member of the management, 
has been director of television for 
the agency during the past three 
years. S. Thomas Delaney, the 
other new member, was formerly 
with WMCA and becomes the 
agency’s radio department head. 


teresting to note that the national 
death rate per 1,000 in 1930 was 
11.3. In 1946, the latest available 
figures, the national death rate 
per 1,000 was 10.0. 

A study conducted by the sta- 
tistical bureau of the Metropolitan 
Life Insurance Co. shows that col- 
lege graduates, who are considered 
as representative of the profes- 
sional class as a whole, have a 
mortality definitely below the av- 
erage. 


ws The study traced the subsequent 


life history of 38,269 men, includ- 
ing 6,492 honor men and 4,976 
athletes, who were graduated from | 
eight eastern colleges in the classes | 
from 1870 to 1905. The period of | 
observation extended to the middle 
of 1925. In this period 9,640 deaths 
took place among the graduates. 
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SHOWMASTER 


Half as Large, Heavy and 
Expensive as Pyramid 
Easel Portfolios 


—for same page area. Shows double- 
page vertical spread. 
Sets up and takes down in a flash— 
mo buttons or gadgets to fool with 
Carried in stock in four sizes. 


SEND FOR FREE 


FOLDER 


Sates Tools, Tue. 


1220 West Madison Street 
CHICAGO 7, ILL. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
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Bristol-Myers Sets 
Record in Rushing 
Resistab to Market 


New YorK—Bristol-Myers Co., 
with a late entry in the antihista- 
mine field, disclosed last week how 
it developed Resistab from formula 
to retail product in 29 days, and 
set a new company record for 
speed in preparing a drug product. 

The previous mark for quick ac- 
tion was made with Bufferin, Bris- 
tol-Myers’ antacid analgesic, which 
appeared on retail counters after 
a three months’ preparation period. 

Bristol-Myers, which reported 
sales of $500,000 on Resistab dur- 
ing the first few weeks, said the 
product was started Oct. 20 when 
a contract was signed with the 
Pyridium Co. here for large 
amounts of thonzylamine. The 
company obtained approval from 
federal authorities, and then took 
these additional steps: 


a Between Oct. 23-25 Bristol-My- 
ers selected an advertising agency, 
developed a budget, named the 
new product, and decided upon its 
packaging. The agency was Ken- 
yon & Eckhardt, which was given 
the largest budget for a new pro- 
duct in the company’s history. 

Some 1,800 suggestions were 
submitted for a product name. 
Among early choices were “Brist- 
amin” and “Contrahist.” 

An early decision to put up Re- 
sistab in bottles of 12 tablets was 
ruled out because of the difficulty 
of applying small labels. Resistab 
12’s were put in sealed cellophane 
tape. The packaging order went to 
Ivers-Lee Co., Newark. 


s Owens-Illinois Glass Co., To- 
ledo, made delivery of 700,000 bot- 
tles for the 36-tablet size in less 
than two weeks. Boxes to house 
bottles and shipping cartons were 
delivered by National Folding Box 
Co., New Haven, Conn. 
Bristol-Myers soon met a short- 
age of terra alba, an English im- 
port used as a vehicle for thonzyl- 
amine. After chemical brokers had 
sold the company all available sup- 
plies, shipments from England 
were rushed from the dock to 
B-M’s Hillside, N. J., plant to 
maintain production schedules. 
From Oct. 26 to Nov. 15 the com- 
pany concentrated on production 
and accumulating inventories. By 
Nov. 18 two folders of Resistab in 


oe - lots of Admen 
TAKE THE SHORT CUT 


... to getting stock photos with real 
illustrative quality . . . that fit the 
need as well as costly posed shots 
... and at a saving of time, cost and 
temper! Put yourself “in the know” 
get our current stock photo catalog. 


Send $1.00 or a company order 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AA13, 425 S$. WABASH AVE., CHICAGO 5 


a counter card went out to 38,000 
retail druggists, 80,000 physicians, 
and 54,000 dentists in 23 midwest- 
ern and eastern states and parts of 
Canada. 

The 29-day cycle completed with 
initial delivery, Bristol-Myers 
launched Resistab’s ad campaign 
Nov. 28. 


Disney Appoints Feitel 


Walt Disney Productions, New 
York, has selected Chester Feitel 
to represent the company in the li- 


censing of Disney characters in ad- 
vertising and merchandising with 
offices in the RKO Bldg., New 
York. Mr. Feitel had been with the 
late Kay Kamen in the Disney li- 
censing business for the past 12 
years. 


Sun Oil Names Zimmerman 


William E. Zimmerman, a mem- 
ber of the board of directors of 
Sun Oil Co., Philadelphia, has been 
named director of industrial rela- 
tions. He succeeds William D. 
Mason, who has retired. 


Join Standard Outdoor 


Sunset Outdoor Advertising Co., 
Seattle, and Bremerton Poster Ad- 
vertising Co., Bremerton, Wash., 
have joined Standard Outdoor Ad- 
vertising, a non-profit national 
industry organization. The Stan- 
dard group now comprises organi- 
zations in 20 states. 


Ziv Names Gardner 

Carroll Gardner, formerly gen- 
eral manager of WLEX, Lexington, 
Ky., has been named account ex- 
ecutive of Frederic W. Ziv Co., 
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Cincinnati, transcribed radio pro- 
ducer. He will cover Florida and 
southern Georgia for the company, 
with headquarters in Jacksonville. 


cnt ea occrsactmaee SS 
THE LETTER SHOP, Inc. 


431 S. Dearborn St Chicage 5. Mlin 


CHICAGO 
SHOW 


. Print your ad on “‘self-stik’” Mystik and 


it’s ready to put up with a touch. 


That means more 


point-of-sale advertising up . . . less waste. And Mystik 
gets the best spots . . . cash reg?=ters, counter tops 
and fronts, store doors, or right on your product. 


There’s nothing else like genuine, patented Mystik. 
It prints or lithographs beautifully in colors, die-cuts 
to all shapes and sizes, is flexible and really sticks. 


And it gets your message up! 


FREE—Write for samples and new book, 
“39 Ways To Use Mystik.” Also idea book on 
cardboard and other displays of every kind. 


Self-Stik 
Point-of-Sale 


dvertising 


PRINTING CO. ¢ 2639 NORTH KILDARE ¢ CHICAGO 39, ILLINOIS ¢ OFFICES IN PRINCIPAL CITIES 
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TV Show Boosts 
Chicago Store's 
Traffic by 40% 


Viewers Ask for 45 
Minutes of Commercial 
in Place of Program 


Cuicaco—Four months ago, 
Meyer Jacobs, proprietor of Chi- 
cago’s Last Sport Store, called up 
video Station WBKB and ordered 
“five years of television time.” 

He wound up as sponsor of a 45- 
minute, video transcription of 
“Wrestling from Hollywood” on 
Friday nights. And in the ten 
weeks since he began using tele- 
vision, Mr. Jacobs has boosted his 
store traffic 40%. 

Mr. Jacobs’ store is located about 
15 miles south of Chicago’s Loop 
in the industrial district near the 
Illinois-Indiana state line. 

The operation started as a liquor 
store about 15 years ago. Hunters 
began dropping in, and Mr. Jacobs 
added sporting goods to the liquor 
line. 


w In time, he added jewelry, then 
clothing, toys, cosmetics, radios 
and, finally, television sets. Jacobs 
found himself with a department 
store. 

He has been a consistent adver- 
tiser since he first opened his doors, 
and until he bought his television 
show, about 40% of his budget 
went into radio commercials. Be- 
cause of the results from TV, how- 
ever, he has since canceled all of 
his radio advertising. 

The video advertising-promotion 
formula is simple: Use all com- 
mercial time to promote loss lead- 
ers or articles sold at cost. 

WBKB’s John Dunham spends 
about ten minutes each week show- 
ing the items and prices. Typical 
of the selection offered video view- 
ers is a $20.50 shotgun for $14.50; 
$1.65 retail perfect 51-15 nylon 
hose for 98¢ a pair; $5 retail cigaret 
lighters for $2.50; $14.95 retail 
“Irish Mail” toys for $2.98, and 
$1.50 orchids—free. 

The 40% increase in store traffic 
is one indication of the results Mr. 
Jacobs has achieved with TV. In 
addition, however, a number of 


listeners have written to the sta- 
tion suggesting that the wrestling 
be eliminated and the 45 min- 
utes be devoted entirely to an- 
nouncements of “specials.” 

Moreover, many viewers drive 
down to the store after the show 
leaves the air at 11 p.m. (Store 
hours are from 7:45 in the morning 
to 1 a. m. the following day—2 a. m. 
on Saturday nights.) And as many 
as 75 customers have been waiting 
for the store to open on Saturday 
morning when Mr. Jacobs gets to 
work. 

The “specials” have become so 
popular that patrons come into the 
store, watch the show on demon- 
stration television receivers, wait 
for the bargains to be announced 
and then line up at the counter. 
Every item visually advertised on 
the show has been sold out within 
five days of the telecast—and Ja- 
cobs claims his biggest problem at 
present is lack of merchandise. 


ws A large share of credit for the 
results goes to Barney Samet, vet- 
eran Chicago advertising man who 
appeared on the scene about the 
time Meyer Jacobs decided to buy 
“five years of time.” 


The two promoters of Chicago’s 
Last Sport Store aren’t worried 
about selling items at cost or be- 
low. New customers are unpre- 
pared for the store’s antiseptic air 
conditioning, the chromium coun- 
ters, fluorescent lighting and gen- 
eral syit and polish—especially af- 
ter passing dozens of industrial 
plants to reach the out-of-the-way 
location, They come, and they buy. 


ws Customers have traveled as far 
as 200 miles, some because they 
have seen the show and more dis- 
tant ones because they have heard 
about it. 

A Chicago milkman, for ex- 
ample, rode two and one-half hours 
on trolley, suburban train, bus and 
taxi to get to the store and buy a 
“special.” A clerk treated him to 
pie and coffee, and the milkman 
came back next day with his six 
children. 

Mr. Jacobs isn’t talking about 
his future plans, but he says that 
he and Samet are working on a 
“radical new advertising and mer- 
chandising plan.” And as soon as 
he can get some more merchan- 
dise, he says, he will get the new 
promotion rolling. 


Ford Appoints Two 


C. Gayle Warnock has been 
named public relations manager 
of the Chicago office of Ford Mo- 
tor Co. He was formerly assistant 
to J. W. Clarke, who has been 
transferred to Dearborn as man- 
ager of the Ford division’s public 
relations department. Walter G. 
Curtis, formerly director of public 
relations of the [Illinois State 
Chamber of Commerce, has been 
appointed assistant public relations 
panager of the Chicago office of 

ord. 


Plans Spring Campaign 

Pioneer Suspender Co., Phila- 
delphia, will launch its first year- 
around national advertising cam- 
paign with four-color full-page ads 
early next spring in Esquire and 
The Saturday Evening Post and in 
men’s and boys’ trade publications. 
N. W. Ayer & Son, Philadelphia, 
is the agency. 


Names Robert Ferguson 

Robert C. Ferguson, executive 
vice-president and treasurer, has 
been named president of J. L. Fer- 
guson Co., Joliet, Ill., designer and 
builder of Packomatic automatic 
packaging machinery. He suc- 
ceeds H. Lyle Greene, who has re- 
signed. 
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Motor Products Promotes 3 


Motor Products Corp., Detroit, 
has named L. G. Jacques, formerly 
vice-president and general man- 
ager, executive vice-president. D. 
J. Bracken, vice-president in 
charge of manufacturing, has been 
named vice-president and gen- 
eral manager of the automotive di- 
vision. L. J. Sorensen, formerly 
treasurer and controller, has been 
named vice-president and gen- 
eral manager of the Deepfreeze 
appliance division in North Chi- 
cago, Ill. 


Vick Subsidiaries Elect 2 


Prince Matchabelli Inc., New 
York, subsidiary of Vick Chemical 
Co., has elected H. Robert Mars- 
chalk, formerly president of Alfred 
D. McKelvy Co., also a Vick sub- 
sidiary, as president and general 
manager. Richard K. Hines, for- 
merly Vick secretary and director, 
has become president and general 
manager of the McKelvy Co. 


Eastman Kodak Ups Thompson 

Gordon Thompson, a member of 
the copy staff for the past six 
years, has been named media buyer 
of Eastman Kodak Co., Rochester, 
N. Y. Prior to joining Eastman Ko- 
dak, he was advertising manager 
of Snider Packing Corp. 


/ 


| Qualatex i Ute: 7 
ant 


Every time you distribute your sales message 
on a “Floating Billboard”, you can be sure 
your readership is high, your sales effort 
pin-pointed where you want it, your active 
buying response sharp and immediate! 

Pioneer Qualatex “Floating Billboards”, as 
popular as toy balloons, show off your 
advertisement on attractive beautiful jewel- 
like colors; are printed in non-fading, non- 
cracking pigments; stand more abuse, acti- 
vate your sales appeal, boost your profits! 
There's a size and type for your advertising 
budget. Write our Ad-Service Department 
today for samples, prices, 


punt Og ae 

Guaranteed by > full data. The Pioneer 
Good Housekeeping Rubber Company, 108 
Pes oversee Tiffin Road, Willard, Ohio. 
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CUBA... District 1, Vuelta Abajo, grows 
the leaf that makes the world’s finest cigars. 
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It goes native 


To most people, tobacco is something that 
comes in paper tubes, twenty to the package, 
with 6c Federal and 2c State taxes. 

Matter of fact, there are as many kinds of 
tobacco as movie types, and as distinctive ... 
Greek and Turkish are small-leafed, aromatic, 
rich,. Latakia, from Syria, looks like tea, is 
pungent and spicy. The British like Virginia with 
large, golden leaf, faintly aromatic flavor. Burley, 
with a crinkled leaf, shredded for cigarettes and 
pipes, grows best in several Southern states. 
Sumatra supplies good cigar wrappers. Porto 
Rican is black, but smokes mild and sweet. The 
famous Pittsburgh stogies grow in Wisconsin, 
Ohio and other states. 


Te worLp’s finest, of course, comes from 
the Vuelta Abajo district of Cuba . . . carefully 
cultivated, sun grown or shaded under awnings, 
picked before full growth, carefully cured and 
aged ... which burns slowly, gives off a pale 
blue smoke scented like floral incense, and wins 
thank-you notes from the taste buds. 

Perhaps in the soil of Cuba, the ash from long 
dead volcanoes that thrust above the Caribbean 
waters, the deep mulch of century-old jungles, 
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Wiesenberger Names Chait 


. .Lawrence G. Chait has been 


appointed advertising manager of 
Arthur Wiesenberger & Co., New 
York, broker. He was formerly 
with Dow, Jones & Co. as direct 
mail advertising manager in charge 
of mail subscription solicitation for 
the eastern, Pacific Coast and 
southwestern editions of the Wall 


Street Journal and Barron’s 
Weekly. 
Y&R Appoints Strahorn 


Lee Strahorn, formerly an inde- 
pendent radio producer in Holly- 
wood, has joined the radio and 
television department of Young 
& Rubicam and will handle pro- 
duction of the Fred Waring tele- 
vision show in New York. He pre- 
viously was in charge of production 
of Lucky Strike shows for Foote, 
Cone & Belding from 1941 to June, 
1948. 


Appoints Andrew Cunningham 


Andrew J. Cunningham has been 
appointed sales manager of the 
Sharpe glassware plant of the 
Libbey Glass division, Owens- 
Illinois Glass Co. He was formerly 
vice-president and sales manager 
of Sharpe Inc. before it was ab- 
sorbed by Owens-Illinois. 


WaASHINGTON—Retail sales the 
last week before Christmas set 
new records in almost every one 
of the 12 Federal Reserve districts. 

Dollar volume, however, was not 
quite as sensational as the figures 
would indicate, since Christmas 
this year was preceded by a full 
six-day shopping week. Last year, 
there were only five days of buy- 
ing during the pre-Christmas week. 

But the heavy buying during the 
last week may have pushed total 
1949 volume during the period be- 
tween Thanksgiving and Christmas 
above sales during the same period 
last year. Final figures have not 
yet been compiled. 

Greatest district gain, as com- 
pared to the corresponding week 
of 1948, was the 25% increase re- 
ported by the Kansas City area. 
The Atlanta district was second, 
with a 22% rise. 

The New England area, which 
only a few months ago had been 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Dec. 24, ’49*.p539 
Week to Dec. 17, ’49*...580 
Week to Dec. 10, ’49*..543 
Week to Dec. 25, '48*..473 
Week to Dec. 18, ’48*...576 
Week to Dec. 11, ’48*...564 


pPreliminary. 
*Not adjusted seasonally. 
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regarded as a “critical” area eco- 
nomically, boasted a 15% rise. And 
West Coast cities, which lagged be- 
hind the national averages earlier 
in the year, came up with an aver- 
age 18% gain. 

One of the largest year-to-year 
gains reported by a city this year 
was the 54% increase in Kansas 
City retail sales during the week 


ended Dec, 24. Atlanta had a 34% 
rise in dollar volume and San An- 
tonio was up 30%. 

From mid-December to the end 
of the month, retail sales in past 
years have tapered off sharply 
from around 575 on the index to 
about 215. There usually has been 
a slight rise in January, another 
short decline, and then a steady 
rise until Easter. 

% Change from 1948 


Week Ended 
Federa! Reserve Dec. Dec. Dec. 
District and City 10 17 ua 


UNITED STATES e2 Mu 
Boston District .... 0 15 
New Haven ...... 2 2) 
0 a 0 14 
Springfield . 2 12 
Providence . 3 20 
New York Di — rl 12 
Newark . —2 1 14 
Buffalo .... —5 r—3 ll 
New York —4 -—2 12 
eee —5 -—2 13 
TE ceictiamainiseunteessins —5 r—l 17 
Philadelphia District ...... -—s —I! 10 
Philadelphia ......... —4 —2 8 
Cleveland District ............ 7 ro 10 
/ eee —10 —3 9 
ES —5 3 14 
SIE. Gicesndasstnemmmasionth —6 r—4 5 
Columbus ... —5 6 ll 
Toledo ...... —8 —6 9 
Pittsburgh —6 3 12 
Richmond Dis —t r5 13 
Washington . 1 7 18 
Baltimore  rceccccccceesseeeesesevee -1 8 
Atlanta District r5 22 
Birmingha 1 12 
Miami 1 18 
Atlanta .... 9 34 


- QO CO 
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TURKEY... supplies 


cured varieties that spice 
tobacco blends. 


CONNECTICUT.  .gives lightly pigmented 
leaf, favored for domestic fillers. 


...almost anywhere! 


and the rain, sun, length of season and latitude... 
...to make 
the best Havana cigars worth a buck-fifty to 


give the leaf that certain something 


aging millionaires. 


Curious, thing about tobacco . . 
foreign species to our Burley belt—and in five 
years you've got Burley! Tobacco goes native 
fast, reflects the local soil, climate, character! 


To MANY advertisers, farmers are something 

- that come in overalls . . . not much better known 

than tobacco! The comparison’s apt, too, because 
the farmer is no better than his locale. 

Successful farming requires a balanced combi- 
nation of good soil,enough rainfall, favorable clim- 
ate and a long growing season. Geography is 
more essential than an ag school diploma. 

The national average of farm income in the 
last two years—two of the best in history—has 
been around $6,000. But of the 6,000,000 farmers 
in the country, 73% were below average! The 

one-mule sharecropper, the farmer growing hay 
and birch trees, the low yield producer on worn 
out land—is no better customer than he ever was! 
Any national farm medium includes more poor 
farmers than good—must, just because it’s national. 


. transplant 


largest returns. 


aromatic, sun-dried, smoke- 


Of Successrut Farminc’s subscribers, by 
contrast, almost a million earned an average 
income that is easily 50% more than the national 
farm average ... because SF circulation is selective! 
It’s million high-income farmers are concentrated 
in fifteen Heart States, the great Central valley, 
which has the country’s best soil, and best climate. 
And the SF farmer has a much larger investment 
in land than the average US farmer (larger even 
than his next-door non-subscribing neighbor), 
more improvements, tools and machinery. . . and 
the best methods — gets the highest yields, 


Niarionat circulation covers more map 
than market! No advertising schedule 
is balanced today if it doesn’t include 
the new wealth and buying potential 
of the best farm families. 
media don’t include them! SuccessruL 
FarMING is a must today for balanced, fully 
productive, advertising effort... And any SF 
representative can show why. Call the nearest 
office .. .SuccessruL Farminc, Des Moines, 
..-New York, Chicago, 
Atlanta, San Francisco, Los Angeles. 


SUMATRA...has a faintly golden leaf, of thin, fine 
texture, uniform veins, long ash... prised for wrappers. 


. and general 


Cleveland, Detroit, 


GREECE... Macedonian 
tobaccos, go into the more expensive 
cigarettes and blends. 


PORTO RICO...provides ¢ 
dark leaf, but sweet and mild, 
much prized in cigars. 


UCCESSFUL & 


2=) FARMING 


4 


New Orleans .............. 4 16 
Nashville ................ 7 28 
Chicago District .... ra 12 
Chicago ............. 0 12 
Indianapolis 3 4 
IIIEY tiricenidinctenintshacensmumen —3 6 
0 —l 15 
St. Louis District rd 12 
Little Rock .. 2 12 
Louisville 4 19 
St. Louis .. 5 12 
Memphis ...... rateiaitdiaan =) 7 
Minneapolis District ... 7 21 
Minneapolis .................... 10 21 
4 Ea 3 21 
Duluth-Superior ...... 4 ° 
Kansas City District * 25 
0 eee 1 16 
IID whctienteccsaseustnncteotneases 5 15 
EIT TIES 19 a4 
St. Joseph ....... 1 19 
Oklahoma Cit 9 21 
I eicacasads 3 17 
Dallas Distri 7 18 
IE: addseicscian 9 16 
Fort Worth ................ 10 18 
Houston ............. 1 ° 
Fe eee 7 30 
San Francisco District .. —-3 r 18 
Los Angeles Area .......... 1 15 
Oakland 0 23 
San Francisco 4 20 
POrtland ........0000.+ —l 20 
Salt Lake City 7 18 
SIE sauhcieceismtinaniatcentades 0 17 
rRevised. 
eCorrected. 
*Data not available. 
Denver Adclub Elects 
Kent Thomas, account execu- 
tive of Curt Freiberger & Co., has 
been elected president of the Den- 
ver Advertising Club. Other offi- 


cers are: Clair Henderson, Arthur 
G. Rippey & Co., lst vice-presi- 
dent; Numa James, Rocky Moun- 
tain News, 2nd_ vice-president; 
Ruth Carey, Great Western Pub- 
lishing Co., women’s vice-presi- 
dent, and Ed Porter, Rockmont 
Envelope Co., treasurer. 


Squirt Sets Regional Meetings 


Squirt Co., Beverly Hills, Cal., 
will hold a series of regional meet- 
ings with its franchise holders this 
month and next to outline the 
company’s promotional plans for 
1950. The program includes a 
month-to-month guide for samp- 
ling, advertising and general pro- 
motional activities. Strongest em- 
phasis will be placed on new samp- 
ling techniques. 


Rosen Names Andrews A. M. 


Richard Andrews, formerly art 
director of Hutchins Advertising 
Co., Philadelphia, has been named 
advertising manager of Raymond 
Rosen & Co., Philadelphia, appli- 
ance distributing agency. He suc- 
ceeds Harry Bortnick, who has re- 
signed te open his own agency in 
Philadelphia. 


$1,000 won't buy 
a more responsive or responsi- 
ble audience for your product 


story 
- than the 


60,338 
SPECIFIERS AND BUYERS 
of all industries in America’s 
blue chip plants . . . reached 

for 


only $110... through 
INDUSTRIAL EQUIPMENT NEWS 


Write for 
“The IEN Plan” 


Good for SELLING... 
Because Used for BUYING 


INDUSTRIAL 
EQUIPMENT 
NEWS 


THOMAS PUBLISHING CO. 
461 Eighth Ave., New York 1, W. Y. 
Boston © Chicago © Cleveland © Detroit 
Los Angeles * Philadelphia © Pittsburgh 
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Jennings to ‘Fleet Owner’ 
as Ad Staff Is Augmented 


Henry Jennings, formerly as- 
sociated with the Society of Auto- 
motive Engineers, has joined the 
staff of Fleet Owner as technical 
editor. In addition, John Knob- 
lauch and J. E. Van Horn have 
been added to the advertising staff 
of Fleet Owner and Bus Trans- 
portation. 

Mr. Knoblauch will cover New 
England and New York City, and 
Mr. Van Horn, Detroit. W. D. 
Lewis, who has been in Detroit, has 
been transferred to Chicago to co- 
ver the western district with A. L. 
Meyers. 


By RoBert NEWCOMB 


e THE year 1950 promises to be a 
fairly significant one in our econ- 
omic and political history. If it 
doesn’t do anything else, it can es- 
tablish a framework for conquests 
at the polls in 1952 by the some- 
thing-for-nothing contingent. At 
that stage, business management 
can begin looking back upon free 


PRINTED labels . 
on new presses, new finishing enna ; 


riai A A 
+ prec Pp 


. with every step 


closely supervised by old hands at meeting the most 

exacting demands of scores of label buyers. These are chief 
among the many reasons why we belong high on your 

list of dependable label sources. Why not know all the reasons? 
Reach now for your telephone, or dictate a short note to us. 


John Maher Printing Company 


Division 
CHICAGO 16 


2001 CALUMET AVENUE 
e Victory 2-0300 


Employe Communications 


How to Win Friends Among Your Workers 


and Marce SAMMONS 


enterprise as a good thing while it 
lasted. 

Happily, the advertising craft 
has long since taken note of the as- 
sorted, continuing menaces to our 
American form of government. 
The profession has made many 
laudable contributions, and it 
seems in the frame of mind to keep 
going. The best noodles in the bus- 
iness have set themselves ener- 
getically at the task of selling Am- 
erica to the people. You can’t speak 
too highly of the job. 

But the hour is here when the 
rich fruits of the American system 
must take on a specific, personal 
taste for the guy in the mine, the 
mill and the factory. He’s got to 
take a bite out of it himself, and 
like the flavor. Sooner or later 
we've got to face this problem of 
wooing and winning the employe; 
sooner or later all this vast talk 
about the beauties of the Ameri- 
can way must start adding up. It 
hasn’t been enough to talk the 
great glories of the democratic sys- 
tem—the time is here to have it 
make sense to the fellow with the 


here's what WE mean by coverage... 


728,600 families live in Florida. 


ey 


JACKSONVILLE 


567,800, or more than 77 percent, of these families live in - 


areas served by Florida’s three big morning 


dailies. 


The Florida Times-Union, Miami Herald aid Tam a Trib- 
une deliver saturation circulation in Fi 


lorida’s 


three major markets, and from 20 to 100 
percent family coverage in 53 of Florida’s 67 
counties, where 78 percent of Florida’s effec- 
tive buying income is concentrated. 


To reach the bulk of Florida’s buying power; for more 


readers per dollar and more dollars per reader 
— use Florida’s three leading morning news- 


papers. 


Remember — Florida‘s population represents 
a true cross-section of the United States. You 
can test America in Florida — at low cost! 


Jacksonville - 


MIAMI 


FLORIDA TIMES-UNION 


National Representatives» Reynolds-Fitzgerald, Inc., 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives -Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


lunch bucket and the cinder of 
doubt in his eye. 


s The heavy pressures of the times 
are pushing management today to 
use devices of communication, with 
employes and the public, which it 
has ignored for years. In the new, 
growing field of employer-employe 
communication, the employe pub- 
lication or “house organ” has 
gained stature, dignity and effec- 
tiveness. The employe handbook, 
once only a book of rules and reg- 
ulations, today is regarded in many 
quarters as a useful medium of 
contact not only with employes, 
but with the community, the sales 
prospect, the stockholder. The 
plant bulletin board, that bulging 
repository for notices a month or 
more old, in the modern factory is 
current and informative. The ex- 
ecutive newsletter to the home 
of the employe, once dictated only 
at Christmas, today is a frequent, 
major communication, damp with 
the perspiration of many authors. 
Once it was only the shareholder 
who received an annual report; 
now the employe in many com- 
panies gets one of his own. For 
employes and their families we 
now have open house, and family 
nights, and plant tours. All of these 
fall under the heading of employ- 
er-employe communication. 

There are countless examples 
of good communication throughout 
the country, in large organizations 
and small. It is the assignment of 
this new department’s custodians 
to roam the range of employer-em- 
ploye communication, reporting 
developments and trends, point- 
ing out good practices and warning 
against the bad. So far as possible, 
it will be a how-to-do-it depart- 
ment, told in terms of those organ- 
izations and 
methods stand out in the crowd. 


Foster & Kleiser Ups Welch 


Moro G. Welch, account execu- 
tive and public relations repre- 
sentative in Phoenix, has been 
named sales manager for the Sac- 
ramento branch of Foster & Kleiser 
Co., outdoor advertising company. 
He succeeds Hunter Wise, who has 
been transferred to the San Fran- 
cisco branch. 


Issues Newspaper Ad Data 


A newspaper advertising an- 
nual has been published by Saun- 
ders Press, Claremont, Cal. Com- 
piled by Jo Sinel, it includes na- 
tional and retail advertisements 
by advertisers throughout the U. S. 


individuals whose S 


Advertising Age, January 9, 1959 


Initial Issue of 
‘Flair’ to Carry 
30 Pages of Ads 


New YorK—The first issue of 
Flair, new venture of Cowles Mag- 
azines, will carry 30 pages of ad- 
vertising. It will appear on the 
stands the latter part of the month. 

Sale of space in Flair’s first is- 
sue was arranged on what is be- 
lieved to be a unique basis for new 
publications. Advertisers using the 
initial Flair must comply with one 
of two alternative provisions: 
Either they must buy space in the 
first three consecutive issues, or 
run insertions in four issues (the 
first and three others) during the 
publication’s first year. 

Flair is headed by Mrs. Fleur 
Cowles, editor-in-chief. George 
Davis is managing editor, Arnold 
Gingrich is general manager, and 
C. S. Larry Hanson is advertising 
manager. 


Sanson Hosiery Mills 
and Djer Kiss to Dorland 


Sanson Hosiery Mills, Philadel- 
phia, has named Dorland Inc., New 
York, to handle advertising of Pic- 
turesque stockings in newspapers, 
national magazines, and business 
papers. Adrian Bauer Advertising 
Agency formerly serviced the ac- 
count. 

Dorland also has been appointed 
by Nestle-LeMur Co., Meriden, 
Conn., to direct the advertising of 
Djer Kiss perfume, talcum, sachet 
and lipstick. National magazines 
and newspapers will be used. 


Shivar Springs to Henderson 


Henderson Advertising Agency, 
Greenville, S. C., has been re- 
tained to handle the advertising 
of Shivar Springs Inc., Shelton, 
C., manufacturer of Shivar 
ginger ale and soft drinks. Radio 
and outdoor posters will be used. 


Keay Joins WFIL-TV 


Andrew I. Keay, formerly on the 
traffic and station relations staff 
of American Broadcasting Co., has 
joined the sales staff of WFIL-TV, 
Philadelphia. 


ST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


Ahead aye 


Field & Stream 


Figures for the year 1949 show Field & 
Stream still surpasses all other sportsman’s 
magazines in advertising linage! 


FIELD & STREAM 


*Advertising linage of the three leading sportsman’s magazines for the 
year 1949, as compiled by Printers’ Ink. 


AMERICA'S NUMBER ONE SPORTSMAN’'S MAGAZINE 


elie Shean 


Point-of-sale for more than 700,000 top-flight sportsmen! 
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Advertising Age, January 9, 1950 


Forum topic tonight 8:30 P.M. “OUTBOARDING” 


JUNIOR PITCH—The National Association 

of Engine & Boat Manufacturers has 

pitched promotion for the 40th National 

Motor Boat Show in New York toward 

teen agers on the theory that interest in 

boating starts young. Cowan & Dengler 
is handiing the account. 


Norwich’‘s Toronto 
Pepto-Bismol Push 
Called Successful 


Toronto—Norwich Pharmacal 
Co.’s intensive local campaign for 
Pepto-Bismol, which broke here in 
mid-December, already has been 
pronounced a success. 

The drive opened with a Christ- 
mas nailing piece to druggists, 
containing the new eight-ounce 
size bottle. Two days later, on Dec. 
12, the company sent the druggists 
a promotion brochure with ad 
proofs and counter display sug- 
gestions. 

Norwich ran opening full-page, 
editorial type ads in the Toronto 
Star and Telegram, featuring test- 
imonials. Half-page, cartoon-style 
ads showing the various uses for 
the product were used to follow up, 
and singing commercials were 
broadcast. 

Newspaper, direct mail, radio 
and point of sale advertising are 
aimed in part at encouraging drug- 
gists to stock up on Pepto-Bismol 
and to use window and counter 
displays as a tie-in. 

The drive, which continues into 
1950, is directed by McKim Ad- 
vertising Ltd. 


Forms New Export Company 


Sharp & Dohme Inc., Philadel- 
phia, manufacturer of pharmaceu- 
ticals and biologicals, has organ- 
ized a new export company, Sharp 
& Dohme Interamerican Corp. W. 
B. Wimpenney, director of the 
company’s export operations, has 
been named president of the new 
concern. Other officers are: R. J. 
Muckle, vice-president; J, P. 
Gladding, secretary; J. J. Kane, 
treasurer, and W. G. Knapp, as- 
sistant secretary. 


Appoints Kieswetter 


Herbert G. Kieswetter, formerly 
vice-president and assistant gen- 
eral manager of United States 
Rubber Export Co. Ltd.,,has been 
named assistant general manager 
of the mechanical goods division 
¢ + ee States Rubber Co., New 

ork. 


Fielding to McLain Agency 


Fred P, Fielding, formerly ac- 
count executive and radio director 
of N. W. Ayer & Son, Philadelphia, 
has been appointed vice-president 
in charge of radio of McLain-Dor- 
ville Inc., Philadelphia. 


Maxon Moves to New Oftice 


Maxon Inc. has moved from its 
temporary quarters at 25 Broad 
St., New York, to the building at 
12 E. 53rd St., recently purchased 
by the agency. 


Pr LG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


‘Haplemos’ Names Webel 
Henry Webel & Associates, New 
York, has been appointed special 
advertising and promotion con- 
sultant by Hablemos, weekly 
women’s supplement distributed 
in Caribbean and South Ameri- 
can newspapers. 


Michael Launches Studio 
Stephen Michael, formerly with 
Kudner Agency, has opened his 
own photographic studio to speci- 
alize in advertising photography 
at 12 E. 62nd St., New York. 


York Promotes William Eby 

William R. H. Eby, branch man- 
ager in Seattle, has been named 
to the newly created position of 
industrial sales manager of the 
Pacific district of York Corp. He 
will make his headquarters in Los 
Angeles. 


KCBQ Joins SCBA 

KCBQ, CBS San Diego outlet, 
has joined the Southern California 
Broadcasters Association. Member- 
ship now totals 47 radio and tele- 
vision stations. 


‘Wee YOU produce or use printed aids to build sales 
for industrial machinery, sporting goods or any other product, 
Oxford Papers can help you get better results from instruction 
manuals, brochures, labels, advertising inserts and direct mail. 
This is because we have concentrated our production for fifty 
years on papers for the printing and converting industries. 
We’ve made a business of keeping in close touch with 
the changing requirements of both producers and users of fine 
printing. As a result, we have developed a range of coated and 
uncoated papers that make a real contribution in increasing the 
effectiveness of the finished job. Whatever your needs, you'll 
find an Oxford Paper that’s the right choice to help build sales 
for your business. 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


Your Oxford Paper Merchant 
Is a Good Man to Know 
Your Oxford Paper Merchant makes Oxford service a 
personal service. use he’s not only a prompt source 
of supply, but takes a friendly interest in helping you 
make the most of your paper purchases. Get in touch 
with him today for a copy of the helpful Oxford Paper 
Selector Chart—or write direct to us. 


OXFORD MIAMI PAPER COMPANY 
385 East Wacker Drive, Chicago 1, Ill. 


Nation-wide Service 
Through Oxford Paper Merchants 


Albany, N. Y. 
Atlanta, Ga, 
Augusta, Maine . 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. . 
Buffalo, N.Y. . 
Charlotte, N. C. 


Chattanooga, Tenn. . 


Chicago, Ill. 


Cincinnati, Ohio . 
Cleveland, Ohio . 


Columbus, Ohio . ; 


Dayton, Ohio . 


Des Moines, Iowa 
Detroit, Mich, 
Fresno, Calif. . 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich, 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . . 


Milwaukee, Wis. . 


Minneapolis, Minn. . 


Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. 
New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. . 
Providence, R. L. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


St. Paul, Minn. 


San Bernardino, Calif. 
Salt Lake City, Utah . 


San Diego, Calif. . 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa . 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 


Tucson, Ariz. . 


Washington, D. c , ; 


Worcester, Mass. 


. W. H. Smith Paper Corp. 
Wyant & Sons Paper Co, 
-Carter, Rice & Co, Corp. 

. The Mudge Paper Co. 


- Wilcox-Walter-Furlong Paper Co. 


Blake, Moffitt & Towne 
-Carter, Rice & Co. Corp. 
-Franklin-Cowan Paper Co. 

. _.Caskie Paper Co., Inc. 
The Charlotte Paper Co. 
.Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

. The Johnston Paper Co. 

The Whitaker Paper Co. 

. The Cleveland Paper Co. 

ae eh Scioto Paper Co. 
- « « Cincinnati Cordage Co. 
The Whitaker Paper Co. 
-Bermingham & Prosser Co. 
-Chope Stevens Paper Co. 

. Blake, Moffitt & Towne 
-Green & Low Paper Co., Inc. 
-MacCollum Paper Co. 
Jacksonville Paper Co. 

. Bermingham & Prosser Co. 

. Bermingham & Prosser Co, 

- Louisville Paper Co. 

. Western Newspaper Union 

: -Roach Paper Co. 

. Blake, Moffitt & Towne 
-Blake, Moffitt & Towne 

- Louisville Paper Co. 

-Caskie Paper Co., Inc. 

.C. H. Robinson Co. 
Louisville Paper Co. 

. Everglades Paper Co. 
-Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 

. Wileox-Mosher-Leffholm Co. 
. '.Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Ine. 
Bulkley, Dunton & Co., Inc, 

. .Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Paper Co. 

- . . .  .Atlantic Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
.Blake, Moffitt & Towne 
-General Paper Corp. 

.C, H. Robinson Co. 

. Blake, Moffitt & Towne 
-Carter, Rice & Co. Corp. 
-Cauthorne Paper Co. 
.Genesee Valley Paper Co. 
-Blake, Moffitt & Towne 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
-Inter-City Paper Co. 
-Blake, Moffitt & Towne 

. Western Newspaper Union 
-Blake, Moffitt & Towne 


. « . «Blake, Moffitt & Towne 


- Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
-Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 

- Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
-Tampa Paper Co. 

. «Paper Merchants, Inc. 

- Blake, Moffitt & Towne 

. The Mudge Paper Co. 

. . « C, A, Esty Paper Co, 
(Div. of Carter, Rice & Co, Corp.) 
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WHAT IN THE WORLD 
INTERESTS WOMEN? 


FOR ONE THING: 
“‘The TIME Reader’s Book of Recipes”... 


POT ROAST—MY WAY 


A favorite recipe of 
Miss Peggy Bacon, New York, N. Y. 


WACKY CAKE 


A favorite recipe of 
Mrs. Donald Adam, Detroit, Michigan 


114 cups sifted flour 5 tablespoons : : pore : a 
1 cup sugar shortening " large nediond onion ul beef 
3 tablespoons cocoa 1 tablespoon vinegar ; sliced thin P ' = 
1 teaspoon vanilla 
1 teaspoon soda Y4 cup red wine 1 tablespoon Wor- 


1 cup cold water Guttembtes eames 


1 can black bean soup 
Garlic salt 


Y, teaspoon salt 4 cup tomato juice 
Sift flour. Measure. Add sugar, cocoa, soda and salt. 1 tablespoon paprika 
Sift into greased and waxed paper lined 9 x 9 x 2-inch Pepper 
pan. Make 3 grooves in dry ingredients. Put shortening 


Wouldn’t you know that TIME-reading women, with 
their active lives, their big busy households, their 


in | groove, vinegar in the second, and vanilla in the 
third. Pour over cold water. Beat until almost smooth. 
Bake in moderate oven (350° F.) for 30 minutes. Makes 


Brown meat on all sides in Dutch oven or any other 
deep iron pot. Add all ingredients but soup. Cover and 
simmer until meat is tender (about 3 to 4 hours). Blend 


community and social leadership, would have won- 
derful pet recipes? 


12 servings. soup into gravy. Season to taste. 


We thought they would—but we had no idea how 
many and how good until we asked them. 


Thousands came in—a flood of delicious-sounding 

dishes. Miss Florence Arfmann, head of the Experi- 
' mental Kitchen of Young & Rubicam, took on the 
job of sorting and testing. 

Now the 230 topnotchers, all of them hit-of-the- 
party ideas, are presented in this different, delightful 
“TIME Readez’s Book of Recipes,” amusingly illus- 
trated by Richard Erdoes and published by E. P. 
Dutton. 


E. P. Dutton & Co.—Publishers 


QUICK PEEKS INTO THE HOMES OF TIME-READING WOMEN 


(as revealed in letters accompanying recipes) 


“I work eight hours a day . . . husband is 


“read TIME regularly . . . can cook too” 
addicted to rich, luscious desserts . . .”” 


“nice oven dish prepared beforehand” 


do it—but in Washington, D. C. I do it 
myself” 


“mother of two small boys and wife of the 


“hurry-up snacks” 
Governor” 


“‘majored in and taught home economics” 
“25 friends dropped in for a Sunday visit” | “™#in course for a buffet supper” 


‘nonsense that women can’t keep up with 


what’scooking outside and inside the home” “recipe collecting a hobby”’ 


“banks of parsley bedded on a silver tray” $2.50 


“dearly love to try out new recipes... 


“I learn the secrets of my cooks” 
steak roasts and picnics” 


“serving scallops in shells as it is done in 
France” encil i , 
will serve 4 anaemic people . . . if you have 


“recipes inherited through generations” healthy friends, increase the recipe” 


“in North Carolina, I tell my cook how to 


= SS = 
i} 


IME 


HERE IS EVIDENCE ADVERTISERS CAN SEE, FEEL 
AND TASTE——THAT TIME INDEED OFFERS 
AN UNUSUAL MASS MARKET OF BEST CUSTOMERS 


THE WEEKLY NEWSMAGAZING 


LISA PONSSAGRIVES 
oe 


You can’t leaf through this book—you can’t read 
any paragraph of it—without realizing that the 
women who wrote it are the very prototype of the 
best possible customers any advertiser could hope 
to win. 

They are women who think hard about their 
homes and their families . . . they are women 


who work creatively at their jobs of being wives 


and mothers . . . they are women with the educa- 
tion, the background, and the means to buy and 
do unusual things to maintain an unusually high 
standard of living. 

There are 1,500,000 of them all over this country 
—waiting to listen to you each week—as they 
read their current issues of TIME, The Weekly 
Newsmagazine. 


TIME THE WEEKLY NEWSMAGAZINE 
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NEW Subscription Order Form... 


lease enter immediately my subscription to 
dvertising Age for 


(D One Year at $3.00 [] Two Years at $5.00 
enclosed 
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mFOR SPORTSMEN—The annual sportsman’s calendar issued by Seagram-Distillers 

Corp. inspired these dinner plates, which Seagram is offering at $6 per set of six. 

left to right, here, are George E. Mosley, Seagram advertising manager; Charles De 
Feo, fish and bird illustrator; and Paul Bransom, animal painter. 


f HOUSTON OFFICERS—Newly elected officers of the Houston chapter of the South- 
western Association of Advertising Agencies are (left to right) Hal Lockman, Wil- 
kinson-Schiwetz-Tips, secretary; Charles Crosson, Charles Crosson Co., vice-president; 
John Paul Goodwin, Goodwin Co., president; and Dick Gano Jr., Gano-Bachrodt-Ed- 


wards, treasurer. 


ALBERT-RICHARD 


THE NATIONALLY ADVERTISED BRAND 


Dealers who've previewed the Athert-Richard Spring Line 
> for men, boys and janiors are looking forward to another big 
Sertewear season, Their reasons are obyyiows: they like the line's swperb 
styling, the broad selections, including nylons and rayon, 

the high quality materials and workmanship, the lower retail 
prices, the maintained high mark-up, the powerful 

promotions! plans. And they like the “something extra” 
Albert-Richard delivers every season, This Spring, the 
“vomething extra”, af no extra cost, is breath-taking! 


NEW GIFT PACKAGE 
for the gift that’s "Fit for a King” —an Athert-Richard juchet 
Sales-ebinches deluge! Verrifically soma redeent. Wethe Atbert-Richard 


ceiving, sith practwally qnlimited Spring “extra”. 
feromnational pomathilities! Authentic Hdeuters whine wenurecd sub we foenpepeenge 


replica of 4 crown-bearing poremation «succes with Ubert Rickwrd dhyring 
pillow comes in ties Moyet Hed, Fall 19 con antiorpate even greater 
with fold-np “pald” crown, vegal sales in Pall Wi, beewane the fine jot 


“gah” tamnets, ‘The legend veada Fa off our design bnurds in the finest 
for a King”. wad so0're euppiied with — we've ever developed, “Wetter hy the 
gterting messages appropriate for Sean” iy an Mbert-Richard “shop” 
every gift-gis ing crrasion thet attach —motts ot customers com tae ae a 
qutiekly te the cownn dteell, Awd thik prouine: Pall 50 will he tremnendlenun. 
sahes-making wow package deem teort Just wait “til you see the bine! 


SEND FOR YOUR FREE COPY OF THE ALOERT-RICHARD SPRING CATALOG 
» had out more shout the moxt profitable qpertewcar Vine in 

the country, sod get fall information on the spectacular “Pir bor 

a King” package, Write to Albort-Richerd. Division of 


Fried, Oxtermann Co.. Milwauker 1, Wiseunein 


ALBERT-RICHARD 


MILWAUKEE 4, WISCONSIN 


AS eS en 


OOKS TOWARD SPRING—Trade publication ads for the Albert-Richard division of 
tied, Ostermann Co., Milwaukee, promote the company’s new Fit for a King gift 
Package for its spring line of men’s and boys’ outerwear. Of red paper, the pack- 
Bge imitates a coronation pillow bearing a crown, and includes interchangeable 
ages for various gift-giving occasions. Arthur Meyerhoff & Co. handles the ac- 
count, 


WINNING STORK—Robert M. Mitchell, 
Whirlpool sales manager, Nineteen Hun- 
dred Corp., holds stork “cinch to win” 
that washing machine, actually to go to 
first child born in St. Joseph or Benton 
Harbor, Mich., in 1950. 


Excitingly...dramatically...and differently 


NEW ron 1950 


A classic of long, low and lovely styling 
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Foor Meighberbeed CHRTSLEE-PLYMOETH Dooley 


FIRST LOOK—This week 3,000 newspa- 
pers will carry this ad showing what the 
new Chryslers will look like. McCann- 
Erickson isathe agency for the Chrysler 
Division. (Story on Page 6.) 


ANNIVERSARY—J. M. Mathes cuts the 

agency’s 16th anniversary cake during a 

combined birthday-Christmas party at the 
Hotel Roosevelt, New York, Dec. 23. 


NEW OLD FITZ—Chicago’s newest spectacular is this bulletin, 
which overlooks the “Tribune-Wrigley circle’ and the Michigan 
Ave. bridge, for Old Fitzgerald, product of Stitzel Weller Dis- 
tillery, Louisville. On hand for the lighting ceremony are (left to 
right) Enno Winius, president of Winius-Drescher-Brandon, St. 
Lovis, the agency; B. L. Robbins, executive vice-president, Gen- 


COMES OF AGE—W. Palmer Hayhurst, president of F. H. Hayhurst Co., Toronto, 

cuts the cake at a company dinner celebrating the agency's 21st birthday. Left to 

right are George F. Hayhurst, secretary-treasurer; ‘Billie’ Lawrence, media de- 
partment; W. P. Hayhurst; and Elizabeth Nisbet, chief accountant. 


KLEINERT & AGENCY—Ted Kaufman, account executive of Grey Advertising Agency, 

(center) demonstrates a new counter display for retail stores at a sales convention 

held by |. B. Kleinert Rubber Co. in New York. Left to right, behind the table are 

E. R. Richer, vice-president of Grey Advertising Agency; Ralph Guinzburg, president 

of Kleinert; Virginia MacAuley, Kleinert ad director; Mr. Kaufman; and Florence Goldin, 
fashion director of the Grey agency. 


INAUGURATION—Helping to get KRMG (new 50,000-watt ABC affiliate in Tulsa) off 

to a good start are Tom P. McDermott, president-elect of the Tulsa Chamber of Com- 

merce; Robert B. Jones Jr., general manager; Senator Robert S. Kerr, principal 
owner; and C. B. “Brownie” Akers, vice-president. 


eral Outdoor Advertising Co.; Bruce Clark, account executive, 
General Outdoor; W. E. Wagner, president of W. J. Wagner 
Distributor Inc.; W. S. Sayles, General Outdoor; C.. A. Brandon, 
senior vice-president of the Winius-Brandon agency; Barry J. Nor- 
ton, Union Liquor Co., distributor; and T. B. Rollins, W. J. Wag- 
ner Distributor Inc. 
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Hunt Foods Names Freedman 


Hy Freedman, on the general 
sales staff, has been named as- 
sistant merchandising manager and 
publicity director of Hunt Foods, 
Los Angeles. 


Krupnick Adds Woltering 


Robert J. Woltering, formerly 
copywriter of Von Hoffman Press, 
St. Louis, has joined the account 
service department of Krupnick & 
Associates, St. Louis. 


OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SION CO. 
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Appoint Thomas O. Woolf 


Thomas O. Woolf, New York, 
publishers’ representative, has 
been appointed national advertis- 
ing representative of Shipmate, a 
monthly, and Register of Gradu- 
ates, an annual, both published by 
the Alumni Association of the U. 
S. Naval Academy. 


Elects E. ]. Heimer 


E. J. Heimer, vice-president in 
charge of the San Francisco office 
of Clapp & Poliak, New York, ex- 
position management concern, has 
been elected to the board of di- 
rectors of the San Francisco Con- 
vention and Tourist Bureau. 


Bradley Names Hoyt Agency 

Charles W. Hoyt Co., New York, 
has been named to handle the ad- 
vertising of Milton Bradley Co., 
Springfield, Mass. 


the 
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Costs in a $50 man’s wool suit 
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FROM TWO COUNTRIES—At left is a chart 


Bureau, New York, to show how little the wool in a man’s $50 


put out by the Wool 


Advertising Age, January 9, 1959 


had longer hair than Danny Kaye. 
tt fell about her person fair 
_ concealing dainty underwear— 
A modest safeguard justified - 
throughout her cold but classic ride. 
For the briefer garments when it’s cool 
there is no substitute for Wool. 


suit costs. At right is one of a series of display cards made by 
London Press Exchange for International Wool Secretariat. 


Distillers’ Use of 
Newspaper Space 
Reported Greater 


New YorkK—Distillers increased 
their newspaper advertising ex- 
penditures 51% in November, 
1949, compared with November, 
1948, according to Media Records. 
The report, based on measurement 
of 106 cities, showed that distillers 
spent $2,370,695 on liquor adver- 
tising in November, 1949, and $1,- 
569,122 in the same month of 1948. 

Six advertisers accounted for 
76% of all liquor advertising for 
November, 1949. Various brands of 
Distillers-Seagrams spent 27.6% 


the Aavege of friendship 


Wr a" , ia my.) 


The old Roman philosopher Seneca, 
who also lived in an age of business 
competition, wrote: ‘Friendship 
always benefits.” 


This thought was in the mind of the 


s> Chicago Photoengravers Association 


founders of the Chicago Photoengrav- 
ers Association because Article II of our 
Constitution and By-Laws states that 
the first object of our Association is: 


to foster a spirit of coopera- 
tion and friendship within the 
photoengraving industry. 


We advance this objective not only as 
an educational program, but supple- 
ment this with social activities which 
are far removed in spirit from the 
Workaday business of making and 
selling engravings. 


Of course, these activities are bene- 
ficial to our hard-working members; 
but how can they benefit buyers of 
engravings? The simple answer is that 
the spirit of congenial cooperation 
among our members leads directly to 
higher standards of operating efficiency 
which are reflected in the quality of 
our work and service. 


When you buy engravings from a 
member of the Chicago Photoengrav- 
ers Association you can be sure that 
you are dealing with an organization 
which accepts and shares responsi- 
bility for the advancement of the 
photoengraving industry. 


OF TRADE BUILDING - CHICAGO 


of the total, followed by Schenley 
Distillers with 27.4%, Media Rec- 
ords reports. The other four lead- 
ing advertisers, in order, were: 
National Distillers Corp., Brown- 
Forman Distilling Corp., Park & 
Tilford Import Corp., and Hiram 
Walker & Sons. 

Five heaviest promoted brands 
for November, 1949, were: Schen- 
ley’s Royal Reserve, Seagram’s 7 
Crown, Calvert’s Reserve, Four 
Roses, and P M De Luxe. 

General newspaper advertising 
for all commodities (foods, autos, 
television, etc.) increased about 
3% in November, 1949, over a 
year ago, according to Media Rec- 
ords. 


Sheldon Sackett Buys 
KRSC. Seattle Station 


Sheldon Sackett, publisher of 
the Times, Coos Bay, Ore., and 
operator of KOOS, Coos Bay; 
KVAN, Vancouver, Wash., and 
KROW, Oakland, has purchased 
Station KRSC, Seattle, subject to 
approval of the Federal Commun- 
ications Commission. 

The station was purchased from 
Robert E. Priebe, Seattle; P. K. 
Leberman, president of Family 
Circle Inc., New York, and John 
Ryan Jr., Seattle attorney. The 
stated price was $112,500. KRSC is 
a 1,000-watt, independent AM sta- 
tion. The TV and FM operations 
gee were sold to KING, Se- 
attle. 


Receives House Organ Award 


The Denver Advertising Club 
has awarded Arthur C. Daman, 
president of the Denver Equipment 
Co., an honor certificate for pub- 
lication of the best house organ of 
over 1,600 circulation in the Den- 
ver area during 1949. The pub- 
lication, “Deco Trefoil,” is pub- 
lished six times a year and aver- 
ages 20 pages each edition. 


Catalogs Magazine 
Merchandising Aids 


New YorK—The Rockmore Co, 
is compiling a “Magazine Merchan- 
dising Services” catalog for dis- 
tribution about March 1. 

The catalog will list merchandis- 
ing aids offered by national mag- 
azines, and is said to be the first 
formal industry-wide edition of its 
kind, 

“Magazine Merchandising Serv- 
ices” is an outgrowth of the “Mer- 
chandising Almanac,” which Rock. 
more issued last year as an agency 
service. The new catalog will de- 
vote a full page to the magazine 
merchandising services of each 


page listing is $65 per magazine, so 
that each of more than 3,000 agen- 
cies in the United States and Can- 
ada may receive a complimentary 
copy. 

“Magazine Merchandising Serv- 
ices” will be published on an an- 
nual basis. 


Takes Over ‘Independent’ 


The Daily Advance, Elizabeth 
City, N. C., evening paper, has 
taken over the circulation of the 
Independent, Elizabeth City, morn- 
ing daily, which ceased publica- 
tion on Dec. 31. The Advance now 
becomes the only daily in Elizabeth 
City and increases its circulation 
from 7,500 to 9,500. 


KEYL Joins DuMont 


San Antonio Television Co., 
owner of Station KEYL, San An- 
tonio, has signed a network affili- 
ation contract with DuMont Tele- 
vision Network. The station will 
begin commercial operation on 4a 
non-interconnected basis around 
April 1. KEYL becomes the 53rd 


affiliate of DuMont. 


® ( Advertisement) 


New International Goodrich Vice Presidents 


William E. Ireland, (left), has been appointed vice president for sales and 
Bernard M. Costello, vice president for manufacturing, of The International 


B. F. Goodrich Co. 


__Mr. Ireland says, “The Wall Street Journal is extremel 
its interpretative writing on foreign developments.” “The Wall 


valuable for 
treet Journal, 


remarks Mr. Costello, “is considered ‘must’ reading in our company.” 
The 236,977 daily readers of The Wall Street Journal are America’s best 


informed businessmen. 
of production and distribution. Mr. 
the 24,910 company vice 


and trends. . 


residents who read The Journal regularly. Top 
managements recognize the need of being well-posted on business news 
. for themselves and for their employees. 


They include important decision makers at all levels 


Ireland and Mr. Costello are among 


Sales executives recognize the 236,977 daily Journal readers as the big) 


market of business and industry. If 
and in itions-to-bu. 


of the Only National Business Daily. 


you want to sell 
. advertise to them regularly through the pageg 
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~ | Weekly’ Lists 
\0-Year Changes 
in Book Trade 


New YorK—Fifteen significant 
changes in the book trade in the 
frst half of the 20th century are 
listed in the current issue of the 
Publishers’ Weekly, which says 
“he book industry has been 
through what is probably its great- 
est period of change.” 

The editors list the most com- 
pelling developments in the past 50 
years as follows: 

“1, Trade organizations of the 
pook industry were firmly estab- 
lished. In general, trade coopera- 
‘Htion greatly increased; but an im- 
portant counter-trend was the 


from the 19-year-old Joint Board 
of Publishers and Booksellers. 

“2. Modern business techniques 
became more widely, even if still 
unevenly, employed. Publishers’ 
associations began to compile better 
industry-wide statistics and pre- 
pared to encourage uniform ac- 
counting. Up-to-the-minute sales 
and market analysis, however, re- 
mained underdeveloped in the in- 
dustry. 


s “3. Diversity in book retailing 
tain characterized distribu- 
tion... Drug, variety and news- 
“\stand chains became important 
mass outlets for reprints, low-price 
juveniles and other large edition 
titles... Rental libraries came to 
be operated increasingly on a fran- 
chise basis... Publishers’ discount 
and returns policies were some- 
what improved. 

“4. Mass marketing, explored 
and exploited by many sections of 
the trade, was an outstanding char- 
“| acteristic of the period ...The suc- 
cessful launching of Pocket Books 
in 1939...and establishment of 
Golden Books by Simon & Schuster 
in 1942 keynoted the penetration of 
mass outlets at low prices... The 
paper-bound Armed Services Edi- 
,| tions of World War II, like the 25¢ 
reprints, brought books to millions 
who had never before been book 
readers. 

“5. The Book Club idea secured 
a firm grip on the industry and 
created continuing debate. 

“6. Other subsidiary markets for 
publishers multiplied and assumed 
strategic cash importance.” In- 
cluded among these are film, ra- 
dio, digest, magazine and reprint 
rights. 

“7, Book advertising became 
more colorful, concentrated in the 
hands of experts. Modern tech- 
niques of display and layout were 
applied. Book advertising agencies 
run by men and women already 
experienced in the book trade took 
over the major portion of book 
advertising. Following the estab- 
lishment of the New York Times 
book review supplement before 
the turn of the century, other ma- 
jor supplements and magazines 
provided new opportunity for book 
advertisers. 


# “8. World markets for Amer- 
ican books and ideas increased, 
especially after the two wars... 

“9. Government made new and 
intensive use of books in wartime 
and in foreign relations. 

“10. Libraries, public, special, 
»} college and school, multiplied de- 
mand for trade and technical books. 

“11. Children’s book publishing 


COVERS OAKLA 
AT LOWEST COST PER 1,000 


Represented nationaily " 
by Burn-Smith Co., Inc 


withdrawal of publishers last year | - 


Sas 


expanded under the direction of 
specialists. More recently, low-cost 
printing techniques made possible 
intensive exploitation of mass mar- 
kets for 25¢ juveniles. 

“12. University presses grew to 
be more than 40 in number and to 
assume a vital place in publish- 
ing... 


w “13. Censorship was fought on 
many fronts. Out of hundreds of 
cases, the 1933 decision of Judge 
Woolsey on ‘Ulysses’ was a land- 
mark of free expression .. . 

“14. Fair trade procedures to 
maintain book prices, after a long 
struggle, improved stability in the 
trade. 

“15. Book production underwent 
enormous improvements, both in 
technology and design. In the ’40s 
intensive exploration of new pro- 
cesses began to bring vital changes 
in printing, binding, composition 


platemaking, new adaptations of 
photography and many other 
phases of book production.” 


‘Tribune’ Buys ‘Milepost 
Milepost, weekly newspaper in 
Ames, Ia., has been purchased by 
the Ames Tribune-Times Co., 
owner of the Ames Daily Tribune. 
W. S. Rupe is publisher of the 


Pan American Simplifies 
Corporate Structure 


Pan American World Airways, 
New York, will be the new cor- 
porate organization for Pan Amer- 
ican Airways Corp. and Pan Amer- 
ican Airways Inc. Official docu- 
ments simplifying Pan American’s 
corporate structure have been filed 
in Wilmington, Del., and Albany, 


Daily Tribune while Leslie B. Har-| N. Y. 


rison was publisher of the Mile- 
post. 


Perfection Ups Hartman 


W.S. Hartman has been named 
assistant sales manager of the new 
Acorn-Oriole sales division of Per- 
fection Stove Co., Cleveland. He 
joined the company in 1918. 


ANPA Meets in April 


The annual convention of the 
American Newspaper Publishers 
Association will be held April 25- 
27 at the Waldorf-Astoria, New 


» York. | 


The company will retain KAA 
as its initials on the tails and wings 
of its ships. The airline outgrew 
its original name when its ships 
began to fly to points around the 
world. 


Burnet-Kuhn Elects Woods 

Francis J. Woods, who has been 
executive vice-president of Burnet- 
Kuhn Advertising Co., Chicago, for 
the past ten years, has been elected 
president of the agency. He suc- 
ceeds Paul R. Kuhn, who has been 
made chairman of the board. James 
H. Kristof has been appointed sec- 
retary. 
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To Wilson, Haight & Welch 


Plymouth Textiles, New York, 
has named Wilson, Haight & Welch, 
New York, to handle mail order 
advertising in consumer publica- 
tions. Formerly located in Chi- 
cago, Plymouth previously retained 
George F. Koehnke Inc. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


3s million American Ne Reve 
0 billion dollars a year! If you 
pA drinks, jewel or any othe 
Public thre sell joe "this big Ly 
— c ‘ou, e 2 Searo 
Interstate “United News- 


ay Ine sas Fire Ave., N. Vo can can 

} ~ you how advertising in these 

publications reap big markets and 

profits! Write us today. 

NOTE: We now have — compiled by the 
® Research Co. of America on brand 

Qeeterennse of Negroes _ coast to coast. 

tite now for this free information, 


HAT'S right—there’s something new and powerful 

under the sun! It’s the first and only truly national 
organization devoted exclusively to the job of plan- 
ning, installing and maintaining Highway Displays 
anywhere in America! This effective outdoor medium 
—which so long proved its power on regional or local 
selling assignments—is now an important part of the 
national outdoor picture—a medium which takes its 
rightful place in any soundly planned outdoor pro- 
gram. If you have a product—or your client has—which 
needs constant, powerful selling at very low cost 


*Reg. Trademark of Minnesota 
St. Paul, Minn. 


Mining & Mfg. Co., 


write, wire or ‘phone for details. National Highway 
Displays can do a great job for you! 


NAMES THAT GO NATIONAL—Alemite @ American Broad- 
casting Company @ Auto-Lite @ Buick @ Burd Piston Rings 
Chevrolet @ Chrysler @ Cooper Tire @ Dayton Tires @ Devoe 
& Raynolds Paint @ Dodge-Plymouth @ Du Pont @ Evinrude 
Motors @ Fisk Tires @ Ford @ Fox Head Brewery @ Glidden 
Paints @ Hudson @ International Shoe Company @ Kaiser- 
Frazer @ Lincoln-Mercury @ Martin-Senour Paints @ Miller 
Brewing @ Mohawk Tires ® Nash @ Oldsmobile @ Pennzoil 
Pepsi-Cola @ Philco @ Pontiac @ Pyrofax @ Quality Bakers 
of America @ Seiberling Tires @ Society Brand Clothes 


Studebaker @ U.S. Tires @ Willys-Overland... 


WAUKESHA, WISCONSIN 


and many others 


ional Advertising Co. 
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Joins Booz, Allen & Hamilton 


Robert F. Elrick, formerly di- 
rector of marketing research of the 
Pepsodent division of Lever Bros. 
Co., has joined Booz, Allen 
Hamilton, Chicago, management 
consulting concern, as consultant 
in marketing. 


Calder Joins Ziv 


C. Wylie Calder, formerly man- 
ager of Station WHAN, Charleston, 
S. C., has joined Frederic W. Ziv 
Co., Cincinnati, as an account ex- 
ecutive. 


SEL i 


Put your sales message on signs that 
ere talked about and remembered 
PAINTED DISPLAYS ¢ NEON SIGNS 
*  CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texas 


SPECTACULAR SIGNS BY 


& 


STERLING 


1,000,000 Enter 
Crosley Contest 


for Shelvadors 


Biggest Giveaway Backed 
by 6,844 Dealers, with 
Prizes Worth $2,330,000 


CINCINNATI—The $2,000,000 
Crosley giveaway contest pulled 
more than a million entries and 
received the support of 6,844 deal- 
ers, W. A. Blees, vice-president of 
Avco Mfg. Corp. and general sales 
manager of the Crosley Division, 
asserted last week. 

The contest closed with an- 
nouncement just before Christmas 
of 125 grand prize winners (top 
prize was $10,000 in cash and a 


MATRIX COMPANY 


SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


«57 


de 4 WABasH 2-1204 


Crosley all-electric kitchen), in| 
addition to those who won $300) 
1950 refrigerators from each of the | 
participating dealers. The potential | 
prize total was over $2,330,000, Mr. 
Blees said. 

“The Crosley giveaway contest 


has proved highly successful as|' 


a means of introducing 60 days 
earlier than most lines the 1950 
Shelvador refrigerator and our 
other products, and has stimulated 
the sale of our new lines of tele- 
vision receivers, freezers, ranges, 
kitchen sinks and cabinets,” Mr. 
Blees said. 


s Even Joseph F. Barbiere, Cros- 
ley dealer in Upper Darby, Pa., 
whose sad ad in the local weekly 
was reproduced in ADVERTISING 
AGE Dec. 12, had satisfactory re- 
sults from the contest, J. Nugent 
Lopes, director of public relations 
for Crosley, told AA. 

Mr. Barbiere’s ad said that the 
contest had. drawn so few entries 
that the giveaway refrigerator 
would be raffled off for charity. 
But a week later he ran another 
ad, explaining that his first ad was 
a “mistake,” and that the refriger- 
ator would be given away as ori- 
ginally scheduled. 

“When we first saw the Bar- 
biere ad in ADVERTISING AGE,” Mr. 
Lopes said, “we were a little mys- 
tified in view of the number of 
contestants who had e.tered his 
giveaway contest. According to the 
dealer, he had approximate); 300 
entries, which was good for a 
town of this size. From all reports, 
this dealer, like all of the nearly 
7,000 dealers who participated, 
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@ NOTICE @ 


Due to the small 
number of contest- 
ants in our Crosley 

Shelvador Give- 
away, the refrig- 
erator will be 
raffled off and the 
proceeds given to a 
worthy charity. 


JOSEPH F. BARBIERE 


ELECTRICAL CONTRACTOR 
POWER — LIGHT 


2245 GARRETT ROAD 
DREXEL HILL 


CLEARBROOK 9-5300 


* 
Notice 
JOSEPH F. BARBIERE 
2245 GARRETT RD. 

ishes to announce 

that the inform- 
ation published in this 
paper on Dec. 1, 1949, 
pertaining to the Cros- 
ley Give-Away was in 
error and the contest 
will be held as previous- 
ly announced on Dec. 


10, at 2 P. M. 
Thank You. 


CHANGE OF HEART—The ad at the left, 


a week or so later by the ad at right, explaining that the first ad was 
Both were placed by the same dealer in a Philadelphia suburban weekly. Crosley 


reports the dealer had about 300 entries 


reproduced in AA Dec. 12, was followed 
“in error.” 


and “staged a very successful giveaway.” 


staged a very successful giveaway 
and attracted increased traffic to 
his store that resulted in a bigger 
volume of sales during a period 
when business is normally slow.” 


a The contest generated an enor- 
mous amount of publicity and com- 
ment, Mr. Lopes said. “Not only 
did Life, Newsweek, Pathfinder, 
Fortune and the newspapers sup- 
port it, but it also came in for men- 
tion on such radio network shows 
as Jack Benny, Bob Hope, Joan 
Davis, Corlis Archer, Date with 
Judy, Walter O’Keefe, Arthur God- 
frey, and others. 

“In many cases dealers found 
their stores not large enough to ac- 
commodate the crowds to award 
the Shelvador to the winner and 
were forced’ to take the event to 
the stages of local theaters. Many 
dealers had radio tie-ups and most 
of them ran large newspaper ads 
announcing the names of the 
winners,” Mr. Lopes continued. 

“In Indianapolis the Crosley dis- 
tributor and dealers awarded their 
prizes to the winners at a special 
event held in Monument - Circle, 
which was attended by the gov- 
ernor of Indiana and the mayor of 
Indianapolis. 

“This event was tied in with the 


Indianapolis Times’ Clothe-A- 
Child campaign and was broadcast 
as well as televised over all the 
local stations.” 


Chevrolet Promotes Two 


Charles J. French, advertising 
manager of the Chevrolet Motor 


Detroit, has been named national 
public relations director of the di- 
vision. W. G. Power, manager of 
the metropolitan city department 
has been appointed to succeed Mr 
French as advertising manager. 


Air King Appoints Olchak 


Samuel Olchak, commercial ser- 
vice manager, has been appointed 
advertising and sales promotion 
manager of Air King Products Co, 
Brooklyn, N. Y., manufacturer of 
radios, wire recorders and tele- 
vision receivers. 


Names Associated Advertising 

Diamond Motto Co., Lexington, 
Ky., manufacturer of tinsel mottos 
and novelties, has named Associ- 
ated Advertising Agency, Cincin- 
nati, to direct its advertising. 


Gets Wine Account 

Roland Hauck Groups, San 
Francisco, has been named to han- 
dle the advertising of Beaulieu 


Vineyard, bottler of P. V. wines. 


division of General Motors Corp.) 


Bridging 


the gap 


IMPULSE. Mother starts out for the 
store with shopping list in one hand 
and pocketbook in the other. Look 
what she passes enroute! General 
Outdoor will give your product 
that extra sales push by bridging 
the gap between home and store. 
Write for complete information 


GENERAL OUTDOOR ADVERTISING COMPANY, INC. 


about this powerful medium to- 
day. General Outdoor Advertising 
Co., 515 South Loomis Street, 
Chicago 7, Illinois. 


* Covers 1400 
leading cities 
and towns 
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Miles’ Promotion 
Piece Throws Light 
on Tie-In Purchases 


ELKHART, IND.—A promotion 
piece, mailed to retail druggists 
throughout the country by Miles 
Laboratories, suggests that the 
company’s 1950 advertising stra- 
tegy will accent the sale of Alka- 
Seltzer in combination with the 
fast-selling antihistamines. 

The promotion brochure was 
keyed to the “new use for Alka- 
Seltzer.” Miles said that its pro- 
duct, because it neutralizes ex- 
cess stomach acidity, would help 
ease upset stomachs sometimes 
suffered by antihistamine users. 
Antihistamines, it explained, are 
not analgesic nor antipyretic. 

Although the company will not 
use any new advertising money 
to push the combination-use idea, 
the brochure throws light on Miles’ 
recent network radio time pur- 
chases. 


a The company recently (AA, 
Dec. 12) purchased National 
Broadcasting Co.’s “One Man’s 
Family,” beginning Feb. 5. The 
half-hour show has been carried 
as a sustainer since last summer. 
Later the company bought the 
last 15 minutes of “Ladies Fair,” 
half-hour Mutual show, beginning 
Feb. 6 (AA, Dec. 26). Miles will 
use the program to boost its new 
antihistamine product. 
In addition, Edwin C. Hill’s five- 


minute newscasts over the Ameri- 
can Broadcasting Co. network now 
carry Alka-Seltzer commercials, 
effective Jan. 2. 

Increased expenditures for Alka- 
Seltzer—plus its new antihistamine 
product advertising—will raise the 
company’s budget from more than 
$7,500,000 to close to $10,000,000. 

Wade Advertising Agency, Chi- 
cago, has the account. 


William Ware Heads KSTL 


William E. Ware, formerly vice- 
president and general manager of 
KWSI and KFMX, Council Bluffs, 
Ia., has been made president and 
general manager of KSTL, St. 
Louis. He succeeds Frank E. Pel- 
legrin, who is devoting full time 
to his post as vice-president of 
Transit Radio Inc. Mr. Pellegrin 
becomes vice-president of KSTL. 


Liquid Glaze Names Agency 


Liquid Glaze Inc., Lansing, 
Mich., manufacturer of protective 
coating for automobiles, has named 


| George N. Kahn Co., New York, 


as its agency. Ehrlich & Neuwirth 
formerly had the account. 


Drops Cott Beverage Account 


Hammer Co., Hartford, Conn., 
has resigned the account of Cott 
Beverage Corp., New Haven. 


The Building Industry's Salesman 
Biggest, most productive advertising 
buy of the year — 


AL/BPM 1950 


Dealer Products File 

To be issued April 8 
Reaches 23,500 key buyers—larg- 
est coverage of the industry. Only 
comprehensive product-reference, 
directory and operating information 
book in the industry. Write for 
information. 


r————American Lumberman & 
| Building Products Merchandiser 


| 139 N. CLARK ST. + CHICAGO 2 


WROL Names Avery-Knodel 


WROL, Knoxville, Tenn., has ap- 
pointed Avery-Knodel, New York, 
as its national representative. Har- 

Cummings, Jacksonville, 
will continue to represent the 5,- 
000-watt NBC affiliate in the 
Southeast. 


Kodak Promotes Barbee 

Paul A. Barbee, assistant man- 
ager of the industrial photographic 
sales division of Eastman Kodak 


Co., Rochester, N. Y., has been|N 


named manager of the division. 


Advances Loetgren 


C. A. Loefgren, manager of the 
Chicago branch, has been named 
manager of the western district 
of Harris-Seybold Co., Cleveland. 
Mr. Loefgren will make his head- 
quarters in the Chicago office. 


Falk Corp. Names Three 


Falk Corp., Milwaukee, has 
named W. J. Urban as coupling 
sales manager; D. K. Lambert as 
distribution sales manager, and 
Sweet as assistant manager 
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You sell the buying half of the 


Houston family when you 
pick The Post 


RALPH W. RUNNELS 


Advertising Director 


= 
DAVID R. HAWORTH 


National Advertising Mgr. 


BURKE, KUIPERS & MAHONEY, INC, 
National Representatives 
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9,000,000 Radio, 
3,200,000 TV Sets 
Can Be Sold: Craig 


CINCINNATI—Prophecy that 1950 
will offer a sound market for 9,- 
000,000 radio receivers—3,000,000 
of them for automobiles—and 3,- 
200,000 TV sets was made by John 
W. Craig, vice-president of Avco 
Mfg. Corp. and general manager 
of its Crosley Division. 

Despite forecasts that television 
would preempt the market, there 
were 10,000,000 radio sets sold dur- 
ing 1949, he said. In terms of 
money, Mr. Craig predicted $720,- 
000,000 in TV set sales for 1950. 

To help keep video receiver sales 


Photography - Reporting 


ee SS ee a 
facts and figures for advertisers and editors. 


Write for booklet 
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moving, he suggested that manu- 
facturers should start thinking 
about cabinet styling, which in the 
past has “simply imitated radio.” 
Crosley has taken this into con- 
sideration in its 1950 line, which 
has an “arch screen mounted in 
curved bow-front cabinets,” he 
said, adding that the advent of 
shorter picture tubes and rectang- 
ular tubes will simplify cabinet 
designs. 

The Crosley executive expects 
the trend toward larger screens to 
be accelerated in 1950—‘the year 
which will probably see the 124%”- 
size replace the 10” in top sales 
volume.” 


a (Dr. W. R. G. Baker, general 
manager of the electronics depart- 
ment, General Electric Co., esti- 
mates the public will spend 
more than $800,000,000 for TV re- 
ceivers in 1950, plus $60,000,000 for 
installations. He said the industry 
is aiming at a production of 3,- 
500,000 receivers—a 30% increase 
over last year. About half will be 
table models, with the trend to- 


ward 12” and 16” he 


added.) 


MERCURY RECORD TV 
SETS TO MAKE DEBUT 
Cuicaco—Mercury Record Corp. 
will introduce its own line of tele- 
vision receivers before next spring. 
The company will offer both popu- 
lar-price and luxury-price models, 
including a console combination 
with a three-speed turntable. 
Plans for promoting the sets still 
are in the formative stage, but 
company officials told AA that 
the advertising program will be 
“unique.” 


screens, 


Publication Changes Name 
Effective with the January, 1950, 
issue, Northeastern Poultryman, 
Boston, will change its name to 
Poultry Industry because of in- 
creased circulation and influence 
outside the eastern territory. 


Appoints Hubert Flory 

Hubert Flory, formerly with 
Newell-Emmett, has joined the 
copy staff of Brooke, Smith, 
French & Dorrance, New York. 


Quick, full of action, thrilling and brimming over with HUMAN 
INTEREST .. . that's Basketball, the Genuinely American sport that 
holds the allegiance of sports fans across the nation. No variation here 
of the English Rugby . . . or stemming back to the days of antiquity 
and the Olympic games of the Greeks. No sir! Basketball is Genuinely 


American in every way from origin to style of play and rules. 
Enjoying the same type of loyal allegiance from its 
readers, is Capper's Weekly with its action packed 

. . « fast moving, heartwarming and tremendously 
popular and unique style of HUMAN 


Weekly Families." 


western area. 


YOUR COPY IS READY 
Write today for the new Market Data 
Book . . . "Facts About Capper's 
This valuable fact 
filled market book will show you how 
you can use Capper's Weekly as the 
perfect test medium in this rich mid- 


P 


912 KANSAS AVENUE f 


TOPEKA , KANSAS 


INTEREST Editorial technique. Thru- 
out the rich midwestern farm 

and rural town market of lowa, 
Nebraska, Missouri, Kansas and 
Colorado, Capper's Weekly is a 
perennial champion in winning 
Reader Interest. This is why 


we say to quick thinking 


Sales and Advertising Managers 
and their Agencies ''scout- 
ing" for "high-point scores" 

in Advertising Results for prod- 


ucts sold either direct or 


thru dealers, ‘Put Capper's 


Weekly on that list"... 
Let it prove what it 
can do for you! 


Capper Publications, Inc. 
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The Eye and Ear Department ’ 
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oy 


day. 


sion of what’s going on. 


This Department is supposed to be aivided fairly evenly be- 
tween radio and television. If it goes overboard, occasionally, on 
the latter it’s only because it’s the more talked-about subject to- 


The fact remains, however, that radio is still, by far, the more 
important medium. And it seems unfortunate that, in this fickle 
business of advertising, it has lost so much of its one-time glam- 
or. For while the experts are vociferously trving to correct the 
faults of television, they are overlooking a 
needs plenty of correction itself—particularly with the compe- 
tition it is getting increasingly from its younger brother. 

A number of people—let us say, bluntly, a growing number of 
people—give radio only a few more years of active life. Yet, dur- 
ing that time, advertisers will have to look to it for more help 
than they can physically expect from television. So might it not 
be wise, while we try to improve what a few of us see, to en- 
deavor to make more effective what most of us hear? 

And the fact of the matter is, that in so doing, we might very 
well improve television, too. For television is not silent. One has 
to cock an ear as well as squint an eye to derive full comprehen- 


.nedium that still 


Survey Shows 95% 
of Youngsters Read, 
Like Comics Books 


New YorK—Young comics book 
readers are just aping their elders 
in seeking to escape from the grim 
realities of daily living, Dr. Law- 
rence A. Averill, psychologist of 
State Teachers College, Worces- 
ter, Mass., told the American As- 
sociation for the Advancement of 
Science here. 

Dr. Averill, who has just com- 
pleted a survey of the comics book 
reading habits of 2,881 children be- 
tween the ages of 6 and 14 in cen- 
tral Massachusetts, said that 95% 
of the youngsters surveyed regu- 
larly read and like comics books, 
and that practically all identified 
themseives with the heroes. 


s Production of comics books, he 
said, “has become big business 
and now amounts to about one- 
third of the magazine publishing 
business.” In addition, he empha- 
sized that comics books are here to 
stay. 

“Juvenile comics readers,” Dr. 
Averill said, “caught in the same 
maelstrom of gigantic events as 
their elders, are finding escape 
from problems too deep for them. 
Some comics book characters, such 
as Superman, Batman, Wonder 


the world to their wishes. Children 
following these heroes and hero. 
ines may achieve a_ vicarious 
measure of security and a statu 
they need.” 


a The main damage _ probably 
comes from comics books deali 
with crime, horror, hate, fear and 
lust, Dr. Averill said. Some of 
these, he added, “assume their 
readers to be little monsters with 
the brain of a child, the sexual 
drive of a satyr, and the spiritual 
delicacy of a gorilla. 


“These comics may be leadin 
us back to the drawings of t 
caveman, reducing our vocabula 
to monosyllables such as ‘oof’ a 
‘zowie,’ but in many cases the 
are no worse than the movies, th 
radio or the more sensational an 
erotic literature of the day.” 


Morgan to Open PR Oftice 


Clay Morgan, assistant to the 
president of National Broadcast- 
ing Co., New York, for 12 years, 
has resigned to set up business as 
a public relations and publicity 
consultant. Before joining the net- 
work in 1936, he was associated 
with the French Line in New 
York for 17 years. 


KFDA, WNEX Name Branham 

KFDA, Amarillo, Tex., ABC af- 
filiate, and WNEX, Macon, Ga. 
Mutual affiliate, have appointed 
Branham Co. as exclusive national 


Woman and Patsy Walker, bend| representative. 
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N. Y. TV Viewers’ 
News ‘Likes’ Told 


New York—Televiewers, in this 
city at least, still depend heavily 
on newspapers and radio for news. 

This is the inference to be drawn 
from a December study by Adver- 
test Research of 525 TV homes in 
the New York area. Some 63.6% 
of the families listen regularly to 
radio news programs. Most tune 
to broadcast newscasts before 7 
pm., but 17% switch to radio 
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11 p.m. bulletins after most TV 
stations have finished for the 
night. 

TV audiences indicate a liking 
for seeing news shows even if it’s 
only a matter of watching some- 
body read dispatches. 


s Other findings reported by Ad- 
vertest: 

1. WPIX was singled out by 
viewers as the TV station doing 
the outstanding news coverage job. 

2. More than half said they get 
most of their news from news- 


sells the millions 
that buy 


ASK 
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YOUR 


LEADING 


JOHN 


RADIO 
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STATIONS 


MAN 


Offices in: Chicago, New York, Detroit, 
$t. Louis, Los Angeles, San Francisco 


papers, with video ranking second 
and radio third. 

3. Television was applauded for 
doing an unbiased job of covering 
events, radio for speed in report- 
ing. 

4. Viewers favored the type of 
stories covered on TV, but said 
they enjoyed a greater variety of 
stories carried on a radio news- 
cast. 


Join McConnell, Eastman 

Jack E. Price, formerly advertis- 
ing manager of Motor in Canada, 
a Stovel publication, has been 
named account executive in the 
Winnipeg office of McConnell, 
Eastman & Co. Aubrey C. Green, 
formerly with the British United 
Press in Winnipeg, has joined the 
agency as copywriter and radio 
script writer. 


G&H to Give 1/3 to Statf 


Gregory & House Inc., Cleve- 
land, has adopted a profit-sharing 
plan that will give employes up to 
one-third of the agency’s annual 
net income. The program will be 
directed by an executive commit- 
tee made up of Paul Burns, pro- 
duction manager-art director; John 
Kuekes, account executive; Honor 
Gregory, and her husband, Brom- 
ley House. The amount Gregory 
& House will distribute each year 
will depend on surplus and capital 
requirements, Mr. House said. 


Joins McLain-Dorville 


George R. Eckels, formerly an 
account executive in the New York 
office of N. W. Ayer & Son, has 
been named an account executive 
in the Philadelphia office of Mc- 
Lain-Dorville. 


Four Buy Writer's Journal 


Author & Journalist, writers’ 
magazine, has been sold by the 
estate of the late Mrs. Margaret 
A. Bartlett. Purchasers of the pub- 
lication are: Alan Swallow, asso- 
ciate professor of English, Univer- 
sity of Denver; David Raffelock, 
president, National Writers’ Club 
of Denver; Horace Critchlow, pres- 
ident, Sage Publishing Co., Den- 
ver, and Raymond B. Johnson, 
Johnson Publishing Co., Boulder, 
Colo. 


Clark Joins Vanguard 


Edward O. Clark Jr., formerly 
president and general manager, 
McLoughlin Brothers Inc., and 
Milton Bradley Co., Springfield, 
Mass., has been appointed sales 
manager of Vanguard Corp., Chic- 
opee, Mass. 
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Pioneer Promotes Wenck 


Jack Wenck, southern division 
sales head of Pioneer Suspender 
Co., Derby, Pa., has been ap- 
pointed general sales manager. 


WHAT'S GOING ON? 


agencies are using this inexpensive 
clipping ae for collecting eaune 
publicity, for making research 
market studies, for maint = 
petitive advertising files and de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tolls the whole story 
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for 25 years 


has dominated the Nation’s 21° Market... 


SCRANTON | 


Wilkes-Barre 


And, year after year, WGBI consistently proves it 
with record breaking Hoopers like these: 


MORNING AFTERNOON 


56.6 


59.0 


EVENING 
72.0 


Today, if you want to sell the 674,000 consumers of 


SCRANTON 


Wilkes-Barre 


plan to use the one station that does the job... 


morning, noon and night! 


MRS. M. E. MEGARGEE 
PRESIDENT 


CBS Affiliate 910 KC 


GEORGE D. COLEMAN 
GENERAL MANAGER 
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"N. Y. Sun’ Plans Further 
Cooperative Footwear Ads 

To the Editor: I hope the follow- 
ing information will be helpful to 
you in getting a clearer picture of 
the release which you recently re- 
ceived from the National Shoe In- 
stitute. 

The Sun developed this plan for 
running cooperative advertising for 
a group of manufacturers and re- 
tailers of high quality men’s shoes. 
Our purpose was to develop an 
“editorial” type of format which 
would provide the reader with in- 
formation helpful to him in pur- 
chasing shoes. 

We were finally able to convince 
eight advertisers that this plan had 
merit and published the “Fall 
Footwear for Men” feature on 
Sept. 27. 

We realized’ the need for having 
accurate information in our “Foot- 
notes to Fashion” section, so we 
approached the National Shoe In- 
stitute, told them of our plans and 
asked them to prepare a release 
containing all the information that 
they thought pertinent to our 
needs. This information was very 
helpful and portions of it were 
incorporated into the copy used 
on this page. This applies partic- 
ularly to the fashion information 
contained therein. 

Incidentally, the National Shoe 
Institute is a publicity and promo- 
tional bureau set up under the 
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This department is a reader’s forum. Letters are welcome. 


auspices of the shoe industry itself. 
J. Walter Thompson Co. has been 
hired to handle this publicity and 
has set up a department for this 
purpose which is called the Na- 
tional Shoe Institute. They have 
done a wonderful job in the short 
time they have been handling this 
account. 

The success of this first page 
that we published was so well re- 
ceived and reported in the trade 
press that papers all over the 
country have copied this style of 
advertising. For the most part, 
they have sold space to local re- 
tailers who carry branded shoe 
lines. The Sun has been very anx- 
ious to encourage the growth of 
this type of advertising in other 
papers, for we feel that it satis- 
fies a great need of the industry. 
Many outstanding leaders of the 
industry have confirmed this. 

We are now planning other 
pages which will feature advertis- 
ing, style, coordination, publicity, 
etc., and will run a number of these 
before the spring and summer shoe 
seasons. They will be similar to 
the Sept. 27 page—a copy of which 
I have enclosed for your perusal. 
We expect other newspapers to 
again follow our lead. 

I want to reiterate that our only 
desire in bringing this information 
to your attention is to clarify the 
details of a situation that could 


easily be confusing to anyone. We 


e publish two good newspapers 
.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 
reasonable rates. 


It produces sales. 


THE LOUISVILLE TIMES 


335,585 DAILY © 268.044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. 


merely thought you would want to 
have the facts in their proper se- 
quence. I hope the above helps to 
accomplish this. 
Rosert E. Yost, 
Retail Advertising Depart- 
ment, New York Sun, New 
York. 


TV Eyesight-Fatigue Tests 
Show How Teen-agers React 

To the Editor: I’ve been en- 
gaged in the research and writing 
end of television for the past four 
years in connection with a doc- 
torate thesis being prepared under 
the auspices of Columbia Univer- 
sity Teachers College. My position 
as assistant principal of the South 
Shore High School has enabled 
me to arrange a number of con- 
tinuing basic experiments in this 
medium with 1,700 students as co- 
operating parties. 

Your periodical recently printed 
a number of articles protesting the 
publicity given the negative ef- 
fects of television on the eyes of 
the viewers. A six weeks series of 
viewing tests conducted in our 
social room with RCA and Stew- 
art-Warner receivers resulted in 
objective data to refute such harm- 
ful publicity. I’m passing some of 
the pertinent findings on to you 
for the purpose of combating this 
threat to the rapid adoption of 
video as a national medium of 
communication. 

A group of 556 students were 
checked for fatigue resulting from 
televiewing. The table that fol- 
lows shows the distribution of 
time during which the individuals 
could watch without discomfort: 


Hours Students 
% 35 
1 91 
2 151 
3 76 
4 41 
5 30 
6 6 
“indefinitely” 120 
556 


This tabulation needs a bit of 
explanation. The group reporting 
the capability of watching “in- 
definitely” actually never exper- 
ienced fatigue while watching TV. 
However, in a subsequent check 
it was determined that 120 did ex- 
perience headaches. In this group 
of 120 a substantial number of the 
students in the “indefinitely” cat- 
egory were included. 

It was found that the majority 
of students reporting headaches 
from watching TV were either de- 
fective eye cases or watched the 
screen for excessive periods of 
time. 

Of 780 students checked, 572 re- 
ported normal vision, 166 were 
nearsighted and 42 were far- 
sighted. 230 students in this group 
wore corrective glasses. It was 
found that many of the students 
believing themselves to possess 
normal vision actually were in 
need of corrective treatment. This 
fact was determined by differen- 
tial viewing tests. The students 
walked a tape line to the nearest 
distance to the TV screen before 
resolution of the picture disap- 
peared. Then they backed up to 
the greatest distance at which they 
could conveniently watch the 
images. These differentials were 
plotted and it was found that they 
varied significantly with the indi- 
viduals. Thus, it is not possible 
to recommend that a viewer should 
sit “five times the screen height 
away from the receiver.” Some 
students hardly had a differential 
while others showed a great range. 
Median distances were determined 


projection and reflective type sets. 

The important conclusions were: 

1. Televiewing is no more harm- 
ful to the eyes than watching a 
motion picture. 

2. Many set owners are not pro- 
ficient in properly tuning their 
receivers and thus subject them- 
selves to undue strain because of 
a “jumpy” or too brilliant picture. 

3. It is more generally known 
that some light should be present 
in the room in which the TV set 
is operating than how the light 
should be situated to prevent “hot 
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that stands out above all others js 
the need for better selling. With 
the productive capacity of this na. 
tion and the income of its people 
combined with their savings, the 


sales potential is virtually up. 


limited. 


Definitely, this is not the time 


for pessimism. This is the time to 
turn our best efforts to better sel]. 
ing... by all methods. 


LEONARD E. B. -ANDREWs, 
Account Executive, Lannan & 
Sanders, Dallas. 


spots” on the screen and ambient 
reflections. 

4. At the present date almost 
500 students in South Shore High 
School live in TV-equipped homes 
and this fact points up the neces- 
sity of proper care and control of 
television. 

5. There were only two children 
in the entire school who had never 
witnessed a TV program on the 
screen and the average number of 
such occasions for non-owners is 
30. 

I have additional information 
as to effects of TV on the play and 
study habits of the students and 
also of the effects on the family 
life, including the reactions of 
Mother and Father. 

Puitie Lewis, 
Chicago. 


Makeup Man Does Good Turn 
for Browne Vintners Ad 

To the Editor: A lot has been 
written in your columns with re- 
gards to “bad breaks” that some 
advertisers get in newspaper 
makeup. 

We are enclosing a tear sheet 
of the “Waterless Friday” ad we 
placed for our client, Browne Vint- 
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ners Co., which appeared in the 
New York World-Telegram of Dec. 
15. This ad certainly received a 
terrific spot by appearing next to 
the New York City ad on water- 
less Friday. 
Couldn’t be better, could it? 
CHARLES JAY, 
President, Charles Jay Co., 
New York. 


Time to Sell Is Now, He Says 
To the Editor: The beginning of 
anew year always presents a chal- 
lenge to the imagination. Some 
people think of a new year of busi- 
ness as just another routine of 
taxes, expenses, good business, bad 
business, and so on: 

But, lucky is the man that can 
let his imagination hold no pessi- 
mism for the future year. After 
the war, business had its series of 
pessimistic and optimistic predic- 
tions with the result that inven- 
tories were kept low, prices re- 
mained up, and business lost mil- 
lions of dollars. 

By the time business caught on 
to what had happened and started 
replenishing its inventories, the 
consumer had decided that he 
would keep his money. Thus, the 
recession began. It is well known | 
that the consumer has the money | 
... he has been waiting for better 
prices and better products while 
he kept his money in savings. He 
spends his current income; he does 
this to maintain his standard of 
living, but his savings remain in- 
tact. 

Business has learned a hard 


for the popular sizes of direct- 
view TV receivers as well as for 


lesson since the war years. It has 
more to learn yet. But, one thing 


Tom Fleming 


Advertising 
Manager 

Portsmouth 
(Ohio) Times Z 


A ' 
mui British 
[34 Prime 
~~ Minister 


took a crack 


at testimonials 


@ Eighty-two years ago, Ben- 
jamin Disraeli, then Prime Min- 
ister of Great Britain, said in a 
speech in the House of Com- 
mons, “Nobody ever acted on a 
testimonial who had not after- 
ward cause to regret it.” 

Well, let’s be philosophical} 
about old Ben’s statement and 
accept the fact that there are 
still a lot of people who just 
can’t seem to get it through 
their heads that proven records 
are a lot safer to follow than 
hunches. 

We have had plenty of ex- 
periences with hard-boiled sales 
managers, advertising men and 
salesmen that prove just one 
thing. When you finally decide 
to let us help you tap this “for- 
ward marching” market (it’s 110 
miles from Cincinnati and 93 
miles from Columbus) with a 
city zone population of over 
52,000 and a total trading area 
of 142,000, we can, we believe, 
quickly prove to you that the 
best way to save money, time 
and headaches, is to let us tell 
you what others have learned 
by using the Portsmouth Times. 

If old Ben were alive today, 
and spent a few hours in our 
office, we could probably win 
him over and get him to back- 
track a little. 


WRITE US 


We would like to have the op- 
portunity to cite experiences 
which will show just how we 
work in this profitable market 
for you and others who have 
already tasted success here. May 
we hear from you soon? 

My time is your time when 
you want something done in 
Portsmouth. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 
© PORTSMOUTH (OHIO) TIMES 
© SALEM (OHIO) NEWS 
These 4 represented by 
John W. Cullen Company 


NEWSPAPERS 


CANTON. OnI0 
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Footnotes 


By G. D. CRAIN JR. 


In spite of all the talk about 
helping small business that has 
come out of Washington in recent 
years, very little has actually been 
done. Irving H. Goldberg, a Chi- 
cago attorney who has worked 
with small businesses for the past 
20 years, has started a one-man 
campaign to attract attention to 
ways in which Uncle Sam could 
really do something for smaller 
business enterprises. 

He points out that the real 
brakes on small business progress 
are the result of federal tax poli- 
cies. Section 102 of the Internal 
Revenue Code is the bugbear of 
most small business men, since it 
requires them to pay out as divi- 
dends to stockholders the bulk of 
their earnings, or to use them im- 
mediately for expansion, 


sa In addition, the application of 
the estate and inheritance taxes to 
owners of small businesses is 
equally oppressive, since the basis 
of valuation, Mr. Goldberg points 
out, is book value plus good will, 
a method of determining value 
which is seldom applicable to stock 
in a publicly owned corporation. 

In a letter to Congressman 
Emanuel Celler, who is chairman 
of the subcommittee on study of 
monopoly power of the judiciary 
committee of the House, Mr. Gold- 
berg pointed out that restrictions 
on small business are bound to 
make big business bigger by pre- 
venting small competitors from 
growing to their full potential. 

“The problem of bigness may 
take care of itself as soon as more 
small companies can get bigger,” 
he said. As soon as the closely 
owned company, he _ explained, 
“begins to grow and get a com- 
fortable surplus, it must either 
spend its earnings for expansion, 
even though the time may not be 
propitious, or it must pay out this 
money in dividends. 


a “The publicly owned company 
doesn’t have to reckon with this 
problem—it has only to tell its 
stockholders why it is retaining 
earnings. This just doesn’t make 
sense... 

“The way in which the federal 
inheritance tax law is applied to 
the valuation of closed corpora- 
tions is without doubt very dis- 
criminatory. Presumptively the 
value is taken at book value and 
usually, if there has been ap- 
preciation of assets, the reappraisal 
of these items is required. In ad- 
dition, the commissioner usually 
seeks to assess good will, particu- 
larly if the company has been 
prospering... 

“But what happens if the same 
person dies owning a block of stock 
in a publicly owned company? The 
value on the public market is the 
one that is adopted. Yet that value 
on the open market is usually con- 
Siderably below book value, and 
does not include any amount for 
good will... 


® “It is perfectly obvious that with 
such a distorted application of de- 
termining values in closed corp- 
orations, a man with a prosperous 
business must, many years before 
his reasonable expectancy of 
death, begin to think of disposing 
of that business.” 

Mr. Celler has advised Mr. Gold- 
berg that his subcommittee is well 
aware of the relevancy of the tax 
laws to the subjects it is investi- 
gating, and is to receive an analysis 
of their effect from the Treasury, 
with a probable recommendation 
as to changes which would benefit 
small business. 

It will be interesting to see 
whether Mr. Goldberg’s efforts 


lead to serious consideration of 


moves to eliminate some of the 
shockingly unfair federal tax poli- 
cies as applied to small business 
enterprises. 


Heublein Promotes Chapman 


Frederick E. Chapman, who has 
been with the sales department of 
G. F. Heublein & Bro., Hartford, 
Conn., manufacturer and importer 
of foods and liquors, for the past 
15 years, has been appointed vice- 
president in charge of sales of the 
liquor division. 


Magazine Appoints Two 


Theodore A. Weston, formerly 
managing editor of Flower Grower, 
has been promoted to executive 
editor. Charles R. Schumacher, 
formerly with the New York Times, 
has been named advertising man- 
ager. 


Boosts Van Heusen Budget 


Phillips Jones Corp., New York, 
will boost its ad budget on the Van 
Heusen shirt line more than $1,- 
000,000 for 1950. The company 
plans to allocate more funds than 
ever before for advertising of its 
Century shirt, described as the 
largest selling shirt at retail level. 
Grey Advertising Agency, New 
York, handles the account. 


To Alvin Epstein Agency 


American Halvah Candy Pro- 
ducts, New York, has appointed 
Alvin Epstein Advertising, New 
York, to handle its advertising. 


Resigns Vick Chemical Post 


David L. Brown has resigned as 
advertising manager of the Inter- 
national Division of Vick Chemi- 
cal Co., New York. 


Doremus Elects York V. P. 


Doremus & Co., New York, has 
appointed E. Howard York III, 
who is in charge of the agency’s 
Philadelphia office, as a_ vice- 
president. Mr. York joined the 
agency’s New York office in 1940. 


To Brooke, Small & Gautreaux 


Brooke, Small & Gautreaux, 
Oakland, Cal., has been named 
to direct the advertising of Food- 
bank Frozen Food Locker Service 
and the Flying Chicken Catering 
Service, both in Oakland. 


Knouse Foods to Hoyt 


Knouse Foods Cooperative, 
Peach Glen, Pa., has named 
Charles W. Hoyt Co., New York, to 
handle its advertising. No media 
plans have been made as yet. 
Knouse is a new advertiser. 
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Koehler Names Murphy 

J. Bert Murphy has been ap- 
pointed vice-president in charge 
of sales of George Koehler Co., 
Buffalo meat packer. 


LIFETIME 
PORCELAIN ENAMEL 


Service station, store front, high- 
way signs for all types of Ccatiion. 
FIRST COST IS THE LAST! 


Southwestern signs retain origina! bright- 
ness for years with occasional cleaning. 


pay WRITE FOR CATALOG AND PRICES 


SOUTHWESTERN 
PORCELAIN STEEL CORP. 
SN ae Sat Weichs Bida.Tehnn Otto Tulse, Okla. 


ea i, “Rone 


Are you eyeing the bigger one? That’s natural. 
We all want the most for our money. 
And that makes a point about the audience 
you get when you advertise on WGAR. 
The pie is bigger than it was last year. The 
potential audience is greater! 


*Sept. Oct. '48 Sets-in-use.. . 
Sept. Oct. '49 Sets-in-use 


“eee we wee 


And the slice of the pie is bigger on WGAR. 
WGAR’s share of audience is also greater! 


*Sept. Oct. '48 Share of audience. . 23.1 
Sept. Oct. '49 Share of audience. . 24.8 


This means 15 percent more listeners to 


WGAR programs today. So you get the bigger 
slice of the bigger pie when you advertise on 


Cleveland’s Friendly Station. 


Call your Petry man for facts about 


Cleveland’s Friendly Station. 


“Fecers: int injes of Total Rated Time Periods 
~ %& 


Sept 
Sept. Oct. 49 


Represented Nationally by Edward Petry & Company 
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General Foods Promotes 
Luttmann & Dunham 


General Foods Corp. has pro- 
moted Frederick W. Luttmann, 
previously premium promotion 
manager, to product merchandising 
manager for Grape-Nuts, Grape- 
Nuts Flakes, and Wheat Meal in 
the Post cereals division, Battle 
Creek. 

Mr. Luttmann will be succeeded 
in the premium post by William 
P. Dunham, formerly assistant 
premium promotion manager. 


WFCB Begins Operations 


A new radio station, WFCB, has 
begun operations in Dunkirk, N. 
Y. The station is operated by the 
Dunkirk Broadcasting Corp., 
headed by Alois A. Schmidt. 


AMALING NEW 
IME SAVER 


# PASTE UP 


THE SENSATIONAL NEW 
rua. ce wasrs,/, RUSBER CEMENT..AEDY M0 HEE OP] 
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Midwinter Sale 
Catalogs Offer 
Big Price Cuts 


Cuicaco—Price cuts up to as 
much as 42% at the extreme are 
featured in midwinter sale cata- 
logs distributed to millions of cus- 
tomers by the two mail order 
giants, Sears, Roebuck and Mont- 
gomery Ward. 

The companies’ big spring and 
summer catalogs will follow soon. 
Spiegel Inc. has already mailed its 
632-page, half-year catalog to reg- 
ular customers. Aldens Inc. began 
mailing its 618-page spring and 
summer book Dec. 29, in a handy 
new “digest” size, 64% x 9%”. 

Sears’ officials said the mid- 
winter sale book, largest ever sent 
out, contains more than 22,000 
items. Included in the 300-page 
catalog are many items shown in 


TRADITIONS OF 


ENGRAVING 


10 


deToulouse 
Lautrec 


(1864-1901) 


PERSONALITY 


Toulouse-Lautrec, a 
cripple from early childhood, was the only son of an 


ancient and aristocratic French family. His work is 
notable for its dispassionate analysis of personality in the 
society of the late nineteenth century in France. His 
style combined a technique of bold and free line with a 
highly theatrical lighting effect which is most decorative 
in its results. Absorbed by the circus, the night life of 
Paris and the whole world of metropolitan living, Toulouse- 
Lautrec recorded the people of this world with telling 
effect. The illustration is from a portrait of Tristan 


Bernard in.dry point, owned by the Art Institute of 
Chicago. 


Personality, in printed reproduction, is a combination of 
many elements. Of these, none can be more important 
than the quality of the printing plate. Jahn and Ollier 
fine quality printing plates for nearly fifty years have 
the personal character of craftsmanship, precision and 
“feeling” which give an advertisement, a catalog, a broad- 


side, a folder, the kind of brilliant and compelling 


“personality” that makes them do a better job. 


JAHN & OLLIER | Js0 


ENGRAVING COMPANY 


817 West Washington Bivd. 
Chicago 7, Illinois 


Makers of fine photoengravings for letterpress printing 


the current general catalog, spe- 
cidl buys and manufacturers’ clear- 
ance items. Price reductions have 
been made in all lines and range 
from 3% to 36%, with the average 
10%, Sears said. Biggest price trim 
is made on women’s worsted gab- 
ardine coats. Among major appli- 
ances, Sears effected an 11% cut 
on an electric washer and 15% on 
a 12.7-cubic-foot home freezer. 


es Ward announced that sale prices 
have been cut 10% to 25% or more 
below regular catalog prices on 
many items. The 164-page book 
features Ward’s annual white sale, 
as well as staple articles at re- 
duced prices and seasonal mer- 
chandise bought for the sale. 
Prices on women’s fitted coats are 
down 18% to 39%, while young 
girls’ coats and snow suits are 
down 15% to 42%. Back cover of 
the sale book offers Simmons in- 
nerspring mattresses, “for the first 
time by mail at these low prices,” 
at $24.88 to $34.88. 

Spiegel executives said the 632- 
page spring and summer catalog 
offers merchandise at prices from 
7% to 13.7% lower than the tags 
on goods of similar quality sold a 
year ago. 


@ Spiegel’s line of Aircastle tele- 
vision sets, introduced via special 
inserts in the previous catalog, 
get two pages in the new book, 
with prices ranging from $129.95 
for the 10” tube model up to 
$249.95 for a 16” tube consolette. 

Spiegel will again use maga- 
zine ads to attract new customers, 
as it has for the past two years, 
and also will distribute the cata- 
logs to newsstands. The catalog 
costs $1, and the prospect gets a 
dollar merchandise certificate for 
use on the first order. 

The Aldens’ catalog lists more 

than 43,000 items in 33 mail order 
“shops,”’ 18% more than last year, 
and prices average 9% lower, the 
company pointed out. Some cuts 
are as much as 35%. 
New lower credit terms were an- 
nounced; on most major appliances, 
radios, television sets, stoves, etc., 
priced over $49.95, customers are 
offered a “no money down and up 
to 24 months to pay” plan. 


National Distillers Names 
White Rock Executives 


National Distillers Products 
Corp., New York, has named 
Thomas W. Balfe, formerly vice- 
president in charge of sales, as 
president of the White Rock Corp., 
New York, a subsidiary of National 
Distillers. Mr. Balfe succeeds H. I. 
Peffer, who has become chairman 
of the board. Mr. Balfe will con- 
tinue to direct National Distillers 
sales. 

Alfred Y. Morgan, a White Rock 
executive, has been appointed vice- 
president and general manager for 
White Rock. Mr. Morgan will be 
the active operating head of the 
corporation. 


Two Appoint Malone Agency 


Ken-Tool Mfg. Co., Akron, pro- 
ducer of specialized tire and serv- 
ice station tools, has named Nor- 
man Malone & Associates, Akron, 
to direct its advertising. Ken-Tool 
is establishing a new division 
to manufacture and _ distribute 
Thermo-Rite glass fireplace 
screens. The agency also has been 
appointed by Old Trail School, 
Akron, private day school, to di- 
rect a public relations program. 


Introduces New Match Covers 


Firefly Plastics, 208 E. Erie St., 
Chicago, has introduced a new 
type of match cover printed with 
luminescent ink, which makes the 
printing readable in the dark. The 
covers are obtainable only in one 
color, red, on Firefly stock. 


Appoints Joseph Jenkins 


Joseph A. Jenkins, manager of 
WNBK, NBC video station, Cleve- 
land, has resigned to become as- 
sistant to William Schroeder, ra- 
dio-TV director of Ketchum, Mac- 


Leod & Grove, Pittsburgh. 
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trations of them. 


some of it. 


Vhe Creative Wan’ Corner 


In the opinion of this Corner, the railroads need more than 
reminder copy to sell their services—and keep them sold. 
They need more than published schedules and points of de- 
parture and arrival. They need sell. They need emphasis 
of product advantages. They need lists of features—and illus- 


What'’s it like to travel by train between Chicago and Cali- 
fornia? What has the Santa Fe to offer in the way of accom- 
modations and services? What does the diner look like—and 
the meals? The lounge car? The observation? What does one 
actually see en route—Indians? 


A NAO Sa oh Se se stata 


The UP says that “charm is expressed in the tastefully 
appointed interiors of club and dining cars.” Is it? Let’s see 


The steamship companies see to it that one is practically 


aboard when he reads a steamship ad. He is taken into the 
dining salon, shown the swimming pool on the after deck, 
spirited into a spacious cabin. He is made to want to book 
passage. 

Seems to The Corner the railroads—particularly the trans- 
continental ones—could well afford the same _ technique. 
After all, the public isn’t all movie stars and ad men who 
shuttle back and forth between one coast and the other the 
way most people shuttle between Staten Island and Man- 


hattan. 


Victor Will Promote 
TV Sets in 6 Media 


CAMDEN, N. J.—RCA Victor di- 
vision of Radio Corp. of America 
will use magazines, newspapers, 
radio, TV, outdoor and point of 
sale to promote its new line of 
television receivers. 

Magazines included in the reg- 
ular schedule for 1950 are: Armed 
Forces, Collier’s, Coronet, Ebony, 
Extension, Look and The Saturday 
Evening Post. Full-page advertise- 
ments will be used regularly in 
Sunday newspaper supplements in 
major video markets. This will be 
reinforced by cooperative news- 
paper copy. 

Out of network radio for several 
months, RCA rejoined the. list of 
NBC sponsors Jan. 6 as backer of 
“Screen Directors Playhouse.” On 
television, “Kukla, Fran & Ollie” 
(NBC-TV) will continue to sell 
TV sets for RCA. However, Victor, 
which recently gave up two days 
of the five-a-week, 30-minute pro- 
gram to National Dairy Products 
Corp., is expected to surrender the 
Wednesday session as soon as an- 
other sponsor can be found, keep- 


ing only the Monday and Friday 
shows. 

Use of 24-sheet posters and car 
cards will be increased. Extensive 
point of sale materials have been 
prepared for the new line. 

J. Walter Thompson Co. is the 
agency. 


Durene Group Plans Drive 


Durene Association of America, 
New York, promotional and qual- 
ity control association of nine man- 
ufacturers of Durene mercerized 
cotton yarns, will emphasize label 
identification and the major types 
of merchandise made from Durene 
in its 1950 drive. Color pages in 
national magazines, trade publica- 
tions, direct mail, dealer aids and 
sales training material are being 
produced for the association by 
Smith, Smalley & Tester, New 
York agency. 


Appoints Bob Hunt 

Bob Hunt has been named West 
Coast representative of Special 
Correspondents Inc., Chicago and 
New York, distributor of publicity 
releases and dealer ad campaigns. 
He will have an office at 1610 N. 
Wilcox Ave., Hollywood. Mr. Hunt 
was formerly with United Press, 
New York. 
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INDUSTRY fat 


Covers an industry that is 
not afraid of the future: ~ 


Allao Publishers of Beauty Fashion | 
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Peter Hand Brewery Willys-Overland Names Two B 1940 as a retail salesman in the 
: , Rochester territory of the Syracuse 
a Don H. Smith, formerly with district 
Opens Drive to Push General Motors Corp. and Nash| °!*'T!¢' 
Motors Division, has been named 
O- assistant sales promotion manager 
New Therm Pak of Willys-Overland Motors, To- $ H £ 3] OYG A MN 
in Cuicaco—Peter Hand Brewery ledo. George H. Gruenwald, who| 4 Wealthy Market For Your Product 
d. hedul full- joined Willys-Overland in Feb- Blanketed By The 
Co. has scheduled full-page ads ; 
» in Chicago newspapers to intro- ruary, 1949, to direct the sales Sib ann al Wiaseuah 
is n prem yltonage on ote ager magazine and creative section of | '- Sheboygan is one of Wisconsin's key cities 
“4 Byte ag P - the sales promotion department,|» Home of Prange’s, world’s largest de- 
aghdrs oe - mea aire el o has been appointed assistant ad- porment store in a city the size of 
c or hours w ice. isi . 
i- wThe Therm-O-Pak “special,” a & Vertemg manager. 2. Diversified Industry. * 
’ 3 . Excellent transpo n. 
- tubular, foil-lined container made a8 mae Saks he Names Robert H. Davidson - SEND FOR OUR SHEBOYGAN MARKET FOLDER 
e : | pa loge A ee a — TST ae ae ES eer General Foods Corp. has ap- ce na idee he 
° e9 j j on B 
chicago, which distributes the| THERM-O-PAK—Peter Hand Brewery Co., Chicago, brewer of Meister Brau beer, has ie aiden Bn nr og Myo Wrighy Bulding neg Sos 
thermal liners to breweries. Par- —— a newspaper, radio & TV wuncement campaign for its new Therm-O- | 7.11.6 division, as assistant ad- } mar: eg ag ‘Suiltiog = bone 
- z : “ , designed to keep beer cool without ice. The containers are manufactured and sos aed 22 Mari s 
ticipating brewers print their distributed through breweries by the Lawrence A. Lockwood Co., Chicago vertising manager of that division. Ri ‘Build _ San F ances 
brand names on the containers ° j : ‘a seit Mr. Davidson joined General Foods| sewo ror oun CITY ZONE POPULATION FOLDER 
d market them through regular P P 
vvtaill qutiete. . . Sunroc to Roeding & Arnold Airs ‘It's Fun to Be Young oe eee weneneneng 
Peter Hand, which distributes} Roeding & Arnold, New York,| Globe Mills division of Pills- 8x10 genuine glossy photos a ~ 0 T \ 
Meister Brau in the Midwest, made | has been named national advertis-| bury Mills has signed to sponsor in quantities cAsy cHanT —tes 1710 CHART—Size 8 x 10 t 
a preliminary announcement of |ing agency for Sunroc Refrigera-| “It's Fun to Be Young” over 12 —s— 1s ! 
the new Therm-O-Paks on a local tion Co., Glen Riddle, Pa., manu-| stations of the Columbia Pacific MATIC C0. ! 
levisi ei tl The facturer of water coolers and|Network, beginning Jan. 7. The ° ! 
wevision sho recently, 4N€' filters. A total of $175,000 will be| program will be heard Saturdays zis Ph: WH itehall 4-2930 ; 
brewery now is perfecting distri-| spent in newspapers, magazines|from 11:30-12 a.m. The contract FOR ALL PURPOSES ; 53-59 E. IMinois St. ' 
bution and then will launch its and direct mail to promote the new for 52 weeks was placed by Leo| (RUERCRIRCIMT tartan Chicago 11, Illinois 1 
campaign in newspapers and trade| 1950 Sunroc water cooler. Burnett Co., Los Angeles. erecrececce --—--- 
publications, and on its radio and 
TV programs. 
s Although the containers are pri- 
marily designed for picnics, fish- H H 
il cas tetind thie oe, oe Now—Kimberly-Clark brings you 
are expected to reach a sales peak 
in summer, the response to date 
has been very satisfactory. e 
‘ Each Therm-O-Pak, together 
with four cans of Meister Brau, r mum 
sells for $1.50, through taverns, 
4 package stores, supermarkets and 
4 food stores. 1. 
. The new Therm-O-Pak “spe- ] 
| cial,’ designed for beer, is an : 
adaptation of the Lockwood com- all al rices e Ever take a 3 hour bath? The pulp in 1950 
> pany’s original Therm-O-Pak, Levelcoat does —and gets bleached snow-white 
\ which is designed to insulate a in the process. And the new, superior LongLac 
i on & sulphate ers—a special pu ingredient—resu 
4 regular one-quart fruit jar. Iphate fib | pulp dient It 
> in new body strength, new resilience, never-before 
. Serae Schoo! Publishes whiteness in all four new papers. 
Television Service Book 
Coyne Electrical, Radio & Tele- 
“-“ i vision School’s educational book 
i publishing division, Chicago, has 
riday }! 
issued a new, 392-page volume 
d titled, “Practical Television Ser- 
car vicing & Trouble Shooting Man- 
msive } yal.” 
been While the book is designed 
primarily as an aid for radio ser- 
s the} Vicemen interested in video, the 
chapter on color television covers 
the problems involved in color 
transmission and reception and 
| shows how the color systems de- 
erica, | vised by Columbia Broadcasting 
qual- | System, Radio Corp. of America, 
man- | Color Television Inc. and several Round and round she goes . . . and each roll 
oe ~ ough Ok fs $4.25 operate. Price is adjusted for correct tension to protect the 
weal os eS ye mirror-smooth paper surface. For in 1950 Level- 
coat, the new coating formulation assures uni- 
~~ Publishes Comics Booklet form ink reception, equal pick resistance, bril- 
slica- hae 4 Copp, 40 > St., New liant colors «f maximum tonal density. 
rk, a newcomer to the comics 
fe field, has published for the State 
n by Department 260,000 copies of a 
New booklet, “Eight Great Americans” SHEET STACKS OF 1950 LEVELCOAT READY FOR TRIMMING ... THEN TO AMERICA’S PRESSES 
(Washington, Jefferson, Lincoln, 
Whitman, Carver, Edison, Adams, 
amnesic). to be distributed in 
West tere Raggy eee ta black — Now you can make every impression cover new speed and dependability. 
one Sbite, ae comics will be made a far better impression—without an __ Finally, in comparing reproduction 
nd§ia i i : . hi , ; 
licity which Hig aay “ pont i, increase in printing cost! For Kim- with that of any other paper, at any 
ions abroad. The State Department will berly-Clark’s four new fully-coated _ price, you'll agree there’s a striking 
° a i i ° . A ° ° 
Hunt ssist with translation. Levelcoat* papers with new fiber, new difference in the quality of print- 
'ress,! Mrs, Finerty Named V. P. new formula, give you premium qual- _ing achieved with 1950 Levelcoat. 
a Press Coen Finerty, with ity press performance and reproduc- So regardless of your paper re- 
n : F : 
: than two Peat h dy va - he ps tion—at the cost of ordinary P aper! quirements — for long runs or short It's on the nose! Sensitive scales constantly 
“as _- president and member of the You'll see new whiteness and runs, for broadsides, magazines or check each lot of paper for moisture content. 
7 2 pian —— _— ” —— brightness, feel new smoothness, in _ house organs—look to Levelcoat for _! all, 79 similar checks from tree to press are 
prank por much o il f 1950 Levelcoat I sntabili t its best. Y t th used to control the quality of 1950 Levelcoat— 
y py. all four velcoa papers. in printabi ity at its . Yours—at the and assure the press performance and reproduc- 
Ohio Chemical Changes Name make-ready, on the press, you ll dis- cost of ordinary paper. tion of higher-priced paper. 
Ohio Chemical & Mfg. Co., Madi- 
son, Wis., has changed its name to 
Ohio Chemical & Surgical Equip- 
* ment Co., a division of Air Reduc- 
tion Co. 
New HIFECT* Made with strong sulphate- New TRUFECT* Whiter, smoother, folds 
cooked fibers. Permanence, foldability, di- even better than before. Trufect, for letter- KIMBERLY-CLARK 
mensional stability make Hifect ideal for press, offers faster ink setting time, greater 
C OVERS OAKLA covers or any fine letterpress printing. press dependability, finer reproduction. CORPORATION a 
\\k 
Kimberly 
AT LOWEST COST New LITHOFECT* For finest offset New MULTIFECT* An economy sheet one, eae (eet 
printing, Lithofect provides a moisture-and for volume printing. With the new LongLac ag 
: Sonccosete’ nationally pick-resistant coating with a strong base fibers, Multifect has added strength, better 
eld we ; sheet. Renders colors without loss of density. foldability, greater uniformity. * TRADEMARK 
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Two Name Armstrong Agency 


Met-L-Wood Corp., Chicago 
manufacturer of sheet mit 
bonded to plywood for use in 
structural work, and Quality 
Hardware and Machine division of 
Continental Copper & Steel Indus- 
tries, Chicago, tool and die maker, 
have placed their advertising with 
Armstrong Advertising Agency, 
Chicago. 


Clement Joins LaCerda 


Richard M. Clement, formerly 
chief of public relations of the 
Veterans Administration in the 
Philadelphia region, has joined 
John LaCerda Agency, Philadel- 


TPF 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


ee ee ee 


You Ought toKaow . » Denddd Dowels 


Those who know Donald B. 
Douglas, vice-president in charge 
of advertising of the Quaker Oats 
Co., Chicago, say that he is always 
in top physical condition. He is an 
enthusiastic skier, 
doesn’t mind 
playing 36 holes 
of golzy in one 
day, and fre- 
quently climbs a 
good many flights 
of stairs in the 
Board of Trade 
building, where 
the company’s 
general offices 
are located, 
as a means of 
strengthening his legs for moun- 
tain climbing. 

Maybe that is the reason why 
in addition to directing a major 
advertising program for Quaker 


Donald B. Douglas 


Onit Lt the BIG 


ONES get ony! 


Shooting for sales ? Every shot you 
take in TRANSPORT TOPICS (the only 
ABC paper devoted to trucking) 
doubles your exposure to. sales. 
Ninety-six percent of Class | Motor-. 
Freight Carriers read it regularly, week 
after week. In addition, TRANSPORT 
Topics’ Third-Monday issve has a 
distribution of over 43,000 copies 
(ABC plus controlled). 


Gransport Topics 
The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 
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Oats, with its numerous products 
and five different advertising 
agencies, he still has time and 
energy to devote to important ex- 
tracurricular projects such as the 
Brand Names Foundation, of 
which he is chairman of the board, 
and to civic and charitable enter- 


= | prises, as indicated by his service 
m |as treasurer of the Infant Welfare 


Society of Chicago and director of 
the Chicago Tumor Institute. 

His work for Brand Names 
Foundation is one of the reasons 
why this organization is moving 
forward so rapidly at present. But 
Mr. Douglas believes that every 
advertiser and every owner of a 
brand name should be keenly in- 
terested in its work, since he is 
convinced that the system of prod- 
uct identification which it supports 
is vital both to the consumer and 
the advertiser. 


a “Freedom of choice,” he said 
recently, “is an important asset of 
the consumer. She can select the 
products that appeal to her on the 
basis of price, quality and appear- 
ance, and by returning to the 
brands which have given her the 
utmost in satisfaction, she can be 
sure of buying value with every 
purchase. It is because branded 
merchandise gives so much to the 
consumer that brands are so im- 
portant to the manufacturer. That 
is why I am enthusiastic about the 
work of Brand Names Founda- 
tion.” 

The philosophy of branded pro- 
ducts, which is not so universally 
accepted as many advertising peo- 
ple believe, is being promoted at 
present with a record-breaking ad- 
vertising campaign, in which me- 
dia are contributing space and 
time for the circulation of its mes- 
sages to consumers and the public 
generally. Space is being used in 
100 magazines with a circulation 
of 80,000,000; in 150 newspapers, 
which have also sold sponsored 
campaigns to local merchants; 
over four radio networks and their 
approximately 1,000 affiliated sta- 
tions, and through car cards in 
63,000 vehicles. 


@ Donald Douglas gravitated nat- 
urally to Quaker Oats, as his 
father, James Henderson Douglas, 
was for many years one of its 
chief executives, occupying the 
post of Ist vice-president. Donald 
joined the company as a grain 
sampler in 1914 after being grad- 
uated from Princeton, but his bus- 
iness career was interrupted by 
service in World War I, in which 
he served with the U. S. field artil- 
lery. 

Returning to business life, he 
moved rapidly through various 
posts in the sales department, as 
assistant to a division sales man- 
ager, salesman, division sales man- 
ager, retail sales manager and as- 
sistant to the general sales man- 
ager before becoming advertising 
manager in 1925. He has been 
vice-president in charge of adver- 
tising and a director of the com- 
pany since 1930. 


es A user of all media and a care- 
ful student of advertising values, 
Mr. Douglas attracted attention 15 
years ago when he broke with Lord 
& Thomas, the long-time Quaker 
Oats agency, because of differences 
with A. D. Lasker over the copy 
checking system advocated by the 
Townsend brothers. He deprecates 
the importance of the controversy, 
however, as he points out that 
many advertisers regularly employ 
checking systems to make sure 
that copy contains the key ele- 
ments needed to emphasize the 
specific consumer appeals of their 
products. 

The company uses a wide vari- 
ety of media in its promotion, 


which is unique in that Quaker 


‘All 1 Want for New Year's’ 


Wanna be an A. E. 

In a Big Agency, 

For I met one last week 
And observed his technique. 
As his Client and he 

Wined and dined merrily 
They discussed things to be 
As a fait accompli. 

And the promises made, 
Future plans that were laid, 
Made me wonder and doubt, 
How he’d carry them out, 
In the next “day.or two” 
As he’d promised to do. 
Always, “I, I, I, 1.” 

Holy smoke, what a guy. 
For mere copy and art 

Were but merely a start, 
There was research galore 
To determine the score. 
Now I knew the Exec 
Would next day be a wreck, 
So how under the sun 
Would he get all this done? 
When this question I popped 
As the Client we propped 
In the rear of a cab, 

(Not too gently, begad), 
The Exec then told me, 

That his work was fini. 
That the battle was won, 
Rest of work would be done 
By a staff so complete 
T’was a most simple feat. 


Wanna be an A. E. 
In a Big Agency, 
For I met one last week, 
And observed his technique. 
MarRIAN MILLs, 
Triangle Advertising Agency, 
Chicago. 


Oats was the first successful ad- 
vertiser of a packaged cereal, and 
has used advertising almost since 
the establishment of the company 
in 1872. Today its major medium 
is magazines, but it also uses news- 
papers, radio, comics and other 
media effectively for many of its 
products, which now range all the 
way from Quaker Oats and Mo- 
ther’s Oats to Aunt Jemima pan- 
cake flour and Ken-L-Ration dog 
food. 


= Don’s interest in advertising be- 
gan early, and in fact he has a 
strong feeling that a leaning in 
this direction often develops in 
school and college. 

“One day a young man who was 
applying for an advertising job,” 
he recalls, “wanted to know how 
to get into the business. Come to 
think of it, most people who have 
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been reasonably successful in ad. 
vertising have been at it for a 
long time through school publica. 
tions, etc. 

“I was editor of my elementary 
school daily, served on the board 
of the high school magazine, and 
was business manager of the Daily 
Princetonian when I was in col- 
lege. It seemed just natural to fol- 
low these bents.” 


a His two sons, Dr. Donald B, 
Douglas Jr., who is on the staff of 
Manhattan State Hospital, New 
York, and William Clow Douglas, 
have followed different vocational 
paths from their father. Mrs, 
Douglas is the former Martha 
Ciow, a member of another old 
Chicago family. They live in Lake 
Forest, North Shore suburb. 


Chartoc to Jay & Graham 


Shepard Chartoc, formerly radio 
and television director of Bu- 
chanan & Co., Chicago, has been 
appointed general manager of Jay 
& Graham Inc., Chicago, publisher 
of Videodex Television Reports. 
Service Unlimited, Chicago, syn- 
dicated radio and TV package con- 
cern, has subscribed to the Video- 
dex audience rating and program 
analysis service of Jay & Graham 
Research. 


2 Chicago Agencies Combine 


The Patton-Hagerty Organiza- 
tion and the Sullivan Advertising 
Agency have been combined as 
Patton, Hagerty & Sullivan, with 
offices in the Chicago Daily News 
Bldg. Officers of the new agency 
are: Walter H. Hagerty, president; 
William F. Sullivan, vice-president 
and treasurer; and Ralph E. Patton, 
vice-president and secretary. 


Getty Names Gray & Rogers 
H. S. Getty & Co., Philadelphia, 
hardware manufacturer, has ap- 
pointed Gray & Rogers, Philadel- 
phia, to handle advertising in busi- 
ness papers and direct mail. 


AMERICA'S NUMBER ONE 
TEST MARKET 


GEORGE T. HOPEWELL. INC. 


fastern Reprentative 


101 PARK AVENUE. NEW TT 


MACGILL HUGHES. 


5750 Ellis Ave., Chicago 37, Ill. 


To see what the experts say about 
market research problems in Pub- 
lic Opinion and Communication, 
read the January issue of the 


AMERICAN JOURNAL OF SOCIOLOGY 


Problems in the Collection of Opinion 


Research......... 
er 
Study Design in Social Research. SAMUEL A. STOUFFER 


Other distinguished contributors: HANS SPEIER, LEO LOWENTHAL, 
HERBERT GOLDHAMER, ARTHUR KORNHAUSER, SHIRLEY A. STAR, and HELEN 


Order your copy now and send your check for $1.25 to the 
Ah RICAN JOURNAL OF SOCIOLOGY, University of Chicago Press, 


. HERBERT HYMAN 
+++... FREDERICK F. STEPHAN 


Or subscribe now to the AMERICAN 
JOURNAL OF SOCIOLOGY, six issues a 
year containing articles of technical and 
practical value on statistical procedure, 
the nature of social classes, and the proc- 
esses by which opinions are formed. $6.00. 
(Special rate to new subscribers, $3.50.) 
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‘N. Y. Sun’ Goes Out 


of Business, But Fast 


(Continued from Page 1) 
business news columnist; H. I. 
Phillips, conductor of “The Sun 
Dial”; Dave Boone, columnist; Ei- 
leen Creelman, movie commen- 
tator; Ward Morehouse, drama col- 
umnist; Roger C. Whitman, col- 
umnist; Charles Goren, bridge com- 
mentator; Garret Winter, real es- 
tate editor. 

The Journal-American has taken 
over George Sokolsky, columnist; 
Rube Goldberg, cartoonist; and 
John McClain, columnist. 

As most local retail advertisers 
in the Sun also had contracts with 
the World-Telegram, they will be 
able to continue their advertising 
in the combined newspaper under 
their World-Telegram contracts at 
World-Telegram rates. 


s For advertisers who have no 
World-Telegram contracts, but who 
have unexpired Sun contracts, the 
advertising director of the World- 
Telegram told AA, the combined 
paper will assume the unexpired 
portion of the Sun’s contracts. 

As an example, Mr. Murray said, 
if an advertiser has used 30,000 
lines of a 50,000-line contract with 
the Sun, he may use the remain- 
ing 20,000 lines in the combined 
paper at the World-Telegram’s 
50,000-line rate. 

A quick check of advertising 
managers of local department 
stores revealed surprise and shock 
at the sale of the Sun. Most of 
them said it was still too early to 
tell exactly what would be done 
about allocating their advertising 
among the four present evening 
papers in the New York market. 

Despite the charges made by the 
former management of the Sun 
that labor costs were largely re- 
sponsible for its inability to con- 
tinue publication at a profit, rep- 
resentatives of 800 of the Sun’s 
1,200 employes pointed out that the 
Sun “had been out of line for some 
time with city-wide wage scales.” 


s According to Harvey Call, pres- 
ident of the Sun Editorial Em- 
ployes Association, an independent 
union, “The management never 
made any plea for cooperation 
along the lines of economy.” He 
characterized the folding of the 
Sun as “a business casualty rather 
than any fault of any of the 
unions.” 

Joseph F. Dwyer, president of 
Local 2, New York Newspaper 
Printing Pressmen’s Union, AFL, 
said it was “unfair to blame the 
unions when the Sun was the only 
newspaper in New York discon- 
tinuing operations.” 

Charles Weinberg, secretary- 
treasurer of the Newspaper and 
Mail Deliverers Union, said that 
“increased subscription revenue 
should have more than offset the 
rise in distribution costs.” The edi- 
torial employes union is opening an 
employment office to help its mem- 
bers to get jobs. 

It is understood that the Sun’s 
management has agreed to pay 
severance pay, amounting to two 
weeks for each year of service, 
Payable on a weekly basis. 

In announcing the sale of the 
Sun the management made it clear 
that declining advertising revenue 
and circulation in the face of 
mounting costs made the action 
necessary. 


s “Mounting costs of production, 
unaccompanied by commensurate 
increases in advertising revenues, 
have made some such course in- 
evitable,” said the statement of 
Thomas W. Dewart, president and 
publisher of the Sun, in a front- 
Page box which included Roy W. 
Howard’s statement. 


“Chief among the rising costs 
have been those of labor and news- 
print,” Dewart continued. “The 
simple truth is that union demands 
have become too great for us to 
meet in the face of serious losses of 
income... Despite continued warn- 
ings of the economic consequences 
various unions have forced and are 
continuing to force higher wages 
until, in the newspaper business as 
a whole, these have risen beyond 
reason, In the ten-year period from 
1939 to and including 1949 the av- 
erage advance in individual pay of 
the Sun’s employes was 80.4%. I 
the same period the price of news- 
print rose from $48 a ton to $100 
a ton. Recently advertising rev- 
enues of the Sun and the World- 
Telegram have not kept pace with 
mounting production costs... be- 
tween them they have divided ap- 
proximately 650,000 circulation— 
enough to insure the economic 
stability of one newspaper, but not 
enough for two in this metropolitan 
area...” 


m The decline of the Sun is evident 
from Media Records reports. These 
show that, in 1939, the Sun’s total 
linage was 10,997,771, or 10.3% of 
the 107,107,946 lines carried by 
New York newspapers. In 1948 it 
carried 11,116,557 lines, compared 
with 161,247,526, or 6.9%. Thus, 
while the Sun gained 1% in linage 
over 1939, the total field was show- 
ing a 51% gain. 

In 1949, the Sun’s total was 9,- 
594,925, or 87% of its 1939 total, 
while the field carried 165,080,580 
lines, 154% above the 1939 figure. 
The Sun accounted for 5.8%, com- 
pared with 10.3% in 1939. 


ws Roy W. Howard, editor and pres- 
ident of the World-Telegram, in 
his statement announcing the mer- 


T. W. Dewart 


ger, said that “the Sun’s plant, 
equipment and real estate will be 
retained by the Sun Corp. 

“The most popular news and ed- 
itorial features of the Sun,” he said, 
“will be added to those of the 
World-Telegram ... The Sun’s bus- 
iness and financial pages... will 
be integrated with the World-Tele- 
gram’s, 

“No feeling of exultation marks 
our farewell to a respected com- 
petitor,’” Mr. Howard said. “The 
Sun has always been a paper of 
great integrity. It has been clean 
and fair. It has never compromised 
with principle for the sake of ex- 
pediency. It has never wavered in 
its faith in what it believed to be 
in the public interest. It is entitled 
to be proud of a long and honor- 
able service which has been a 
credit to American journalism.” 


Roy Howard 


ws The demise of the Sun brought 
no rejoicing in advertising circles; 
it was a newspaper with a great 
history. 

Founded in 1833 by Benjamin H. 
Day, it passed to the Beach family 
in 1838, and in 1868 was sold to 
Charles A. Dana, one of America’s 
great editors. At its 50th birthday 
in 1883, it was one of the country’s 
most successful newspapers. 

In 1897, Dana died, and the pa- 
per passed through several admin- 
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FIRST VIEW—This newspaper ad, ten columns wide, ran Friday and Saturday in 
ing the 1950 Chevrolets. In all, 6,000 newspapers 
carried announcement copy last week. Campbell-Ewald is the agency. (AA, Jan. 2). 
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1916 by Frank A. Munsey. Munsey 
installed Keats Speed, who .had 
been editor of the Press, a Munsey 
paper acquired in 1913, as man- 
aging editor of the Sun. Then 
came a series of amalgamations, 
and by 1920 the Sun was an even- 
ing paper. 


a In 1925, Munsey died, and left 
his residuary estate, including the 
Sun, to the Metropolitan Museum 
of Art. William T. Dewart, Mun- 
sey’s close friend and general man- 
ager, bought the Sun and the New 
York Telegram, and permitted em- 
ployes to buy preferred stock— 
then hailed editorially as a for- 
ward step in the newspaper busi- 
ness. 

Dewart died Jan. 27, 1944, and 
his son, William T. Dewart Jr., be- 
came publisher. Edwin S. Friendly, 
for many years general manager, 
became vice-president. Young 
Dewart was killed early in 1946 in 
an airplane crash, and Thomas W. 
Dewart became president and pub- 
lisher. 

The World-Telegram was the re- 
sult of a merger of the Telegram, 
which Scripps-Howard bought 
from Dewart after he had bought 
it from the Museum, and the 
famed New York World newspa- 
per, which Scripps-Howard bought 
from Joseph Pulitzer’s heirs 
and merged with the Telegram in 
1931. The $5,000,000 paid by 
Scripps-Howard for the title and 
good will of the 91-year-old World 
was the largest price paid for a 
newspaper to that time. 


a The Scripps-Howard chain now 
numbers 19 papers, and the ac- 
quisition of the Sun marks its fifth 
merger. Previously Scripps-How- 
ard absorbed papers in Evansville, 
Ind., Memphis, El Paso, and, of 
course, in New York with the 
melding of the World and Tele- 
gram. 

No comment was available on 
when the paper expects to increase 
its rates, nor when the anticipated 
gain in circulation is expected to 
become apparent. 


Bozell & Jacobs Ups Four 


F. C. Miller, vice-president and 
general manager, has been named 
executive vice-president and gen- 
eral manager of Bozell & Jacobs, 
Omaha. Randall Packard, account 
executive, Floyd O. Wilson, art di- 
rector, and Clete Haney, account 
executive, have been appointed 
vice-presidents of the agency. 


Newton to Ray-Hirsch Co. 


Peg Newton, New York, man- 
ufacturer of clothes for tall girls, 
has appointed Ray-Hirsch Co., 
New York, to handle advertising 
in national magazines and by di- 
rect mail. 


Enzinger Libel Suit 
Hits J. L. Peacock, 
Lanolin Plus Prexy 


Cuicaco—George Enzinger, agen- 
cy executive and secretary-treas- 
urer of Lanolin Plus Cosmetics 
Inc., has filed a $100,000 libel suit 
in superior court here against 
J. L. Peacock, president of Lanolin 
Plus. 

The suit is a ramification of an- 
other, filed by Mrs. Enzinger, the 
former Irene Castle, against the 
cosmetics company’s year-and-a- 
half-old contract to have its Lano- 
lin Plus distributed by J. Leslie 
Younghusband’s Consolidated Cos- 
metics Co. Mrs. Enzinger filed her 
suit as a stockholder and the case 
has not been decided. 

Mr. Peacock’s answer to her 
suit described his part in develop- 
ing Lanolin Plus, told how Mr. 
Enzinger bought into the company 
when he was a vice-president of 
Roy S. Durstine Inc., and indicated 
that Mr. Enzinger made excess 
profits out of the cosmetics com- 
pany’s advertising. 

An attorney for Mr. Enzinger 
said Mr. Peacock had said Enzinger 
“was taking kickbacks from media” 
and that such a charge damages 
Mr. Enzinger’s reputation as an 
advertising man. 

Enzinger has been an agency 
man here for 30 years. He joined 
the Smith, Benson & McClure 
agency here after the Durstine 
agency closed its Chicago office. 


‘Denver Post’ Appoints 
Strain, Cox, Bruce, Gressett 
Elmer Strain, formerly manager 
of general advertising of the Den- 
ver Post, has been appointed to the 
newly created position of assist- 
ant to the advertising director, 
Samuel G. Howard. James F. Cox 
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President Expected 
to Ask Big Boost 
in Postage Rates 


WASHINGTON—The White House 
is known to be considering a new 
postal revenue bill greatly over- 
shadowing the $250,000,000 in- 
crease sought last year. 

While it agrees government 
should absorb about $150,000,000 
of postal costs, the White House, 
it is understood, will shortly send 
a bill to Congress calling for postal 
increases that would cover the dif- 
ference between the $150,000,000 
for government service and the an- 
ticipated $550,000,000 Post Office 
Department deficit. 

Though postal rates and effi- 
ciency have been before Congress 
throughout the past four years, the 
deficits have mounted, largely as a 
resuit of a series of increases in 
wages and transportation costs, 
costing over $800,000,000. 


a A rate increase bill which be- 
came effective on Jan. 1, 1949, pro- 
vided about $125,000,000 of new 
revenue, largely from users of spe- 
cial postal services. 

A year ago, the Postmaster Gen- 
eral submitted a drastic program 
to balance the postal budget, in- 
volving 100% to 300% increases 
on rates paid by direct mail ad- 
vertisers and publishers. 

Following extensive hearings, 
House and Senate post office com- 
mittees each reported legislation 
last fall. The Senate bill proposes 
to raise $131,000,000; the House 
bill $102,000,000. 

Both bills are written so that 
small newspapers escape increases, 
and the burden of the second class 
increase falls largely on nationally 
distributed general magazines and 
business papers. The bills also pro- 
vide a 1%¢ rate on bulk third class, 
and increases for parcel post and 
other special services. 


CED PROPOSES CUT 
IN POSTAL DEFICIT 


WASHINGTON—The Committee for 
Economic Development said Sun- 
day that the postal deficit should 
be cut by $500,000,000 in order to 
help hold the 1951 federal budget 
to a level of “less than $40 billion.” 

CED did not say how the $500,- 
000,000 saving is to be made, other 
than through “substantial econo- 
mies in administration and opera- 
tion...and some increases in 
rates.” 

The CED “budget” proposed to 
cut federal spending by $6.7 billion 
below the current year. It proposed 
a tax reduction of $2 billion and 
a surplus of $3 billion toward debt 
retirement. 

CED called for revision in fed- 
eral excise taxes; reductions of 
double taxation of dividends; taxa- 
tion of future state and local secur- 
ity issues; extension of the carry- 
forward provision for business 
losses from two to’ five years; 
elimination of the 53% notch on 
$25,000 to $50,000 corporate profits 
and other administrative reforms 
in the tax laws. 


Knomark Buys TV Show 
Knomark Mfg. Co., New York, 


E. Strain J.F. Cox J. W. Bruce 


Jr., formerly a member of the Chi- 
cago staff of Moloney, Regan & 
Schmitt, the Post’s national ad- 
vertising representative, has been 
named manager of general adver- 
tising. 

Joseph W. Bruce, a member of 
the local advertising sales staff, 
has been made sales manager of 
local advertising. W. G. Gressett, 
on the local advertising sales staff, 
has been appointed assistant sales 
manager of local advertising. 


Irwin Resigns KCOG Post 
Bob Irwin has resigned as man- 
oor of Station KCOG, Centerville, 
a. 


will sponsor “Blind Date” over 30 
ABC-TV stations starting March 
16. Arlene Francis is emcee of the 
30-minute program, which has 
been televised as a sustainer for 
several months. Time for Esquire 
boot polish was bought through 
Emil Mogul Co. 


Telecasts ‘Queen for a Day’ 


Miles California Co., Los An- 
geles, has signed to sponsor a tele- 
cast of “Queen for a Day,” to be 
beamed from KTSL, Los Angeles, 
for 39 weeks. Products featured 
are Alka Seltzer and One-A-Day 
vitamins. Wade Advertising Agen- 
cy, Los Angeles, handles the ac- 


count. 
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Formfit Garments 


Will Get Biggest 
Ad Drive This Year 


Cuicaco—Formfit Co. plans to 
expand its national advertising this 
year in a campaign that will ex- 
ceed its efforts in 1949, “the great- 
est year for advertising in Form- 
fit’s history and probably the 
greatest in the industry.” 

Although the company did not 
disclose the amount it will spend 
on advertising and sales promo- 
tion, it said that Formfit’s sales of 
foundation garments have been 
“way ahead of the industry in all 
aspects.” 

During the first half of ’50, the 
company will use copy in 228 
major city newspapers and 19 
leading national magazines. Three 
lines of garments will be promo- 
ted, with the “Life” line to be ad- 
vertised in the newspapers and 
Coronet, Cosmopolitan, Good 
Housekeeping, Harper’s Bazaar, 
Holiday, Holland’s Magazine, 
Household, Ladies’ Home Journal, 
Life, Look, McCall’s, New York 
Times Magazine, Photoplay, The 
Saturday Evening Post and Vogue. 


s “Skippies” will be promoted in 
Charm and Glamour, while the 
line of “Bobbies,” for teen-agers, 
will be advertised in Senior Prom 
and Seventeen. 

The drive, to get under way in 
February, is designed to lend a 
touch of romance to the ad copy 
without destroying the main pur- 
pose of the series—to sell the new 
foundation garments. All Formfit 
ads will show a framed photo of 
a man in the background, but the 
garment will dominate the space. 
Themes to be emphasized will in- 
clude “Sweetheart of a Figure,” 
“That Formfit Look” and “More 
Women Wear Formfit than Any 
Other Make.” 

The company plans to continue 
its program under which retailers 
can use local tie-in advertising. 

MacFarland, Aveyard & Co. is 
the agency. 


Bates Expands Ad Program; 
Opens Promotion Offices 


Bates Fabrics Inc., New York, 
wiil enlarge its advertising pro- 
gram for 1950 to commemorate its 
100th anniversary, and is opening 
sales promotion offices in Los An- 
geles and St. Louis. Sylvester P. 
Larkin Jr. will be western sales 
- promotion manager, and James M. 
Houston Jr., midwestern and south- 
western sales promotion manager. 
More than a dozen consumer maga- 
zines, all pattern books, television 
and business papers will be used. 

Bates also is testing sales of 
sheets and pillow cases direct to 
consumers through laundries. 
Brunswick Laundry, Jersey City, is 
using delivery truck drivers in a 
current test, and advertising ap- 
pears in buses and tube trains. 
James P. Sawyer Inc. is the Bates 
agency. 


Beauty Salon Week Set 


National Beauty Salon Week has 
been scheduled for Oct. 22-29, 1950, 
under the sponsorship of the Na- 
tional Hairdressers and Cosmetol- 
ogists Association. Promotion will 
be built around the slogan, “Pro- 
fessional Care is Best for the Hair.” 
Bozell & Jacobs, Chicago, is the 
agency. 


Long Joins Zimmer-Keller 


Dick Long, formerly assistant 
advertising manager and copy chief 
of J Hudson Co., has been 
named an assistant account execu- 
tive of Zimmer-Keller Inc., De- 
troit. 


KLX 


COVERS OAKLA 
AT LOWEST CO 


D, CALIFORNIA 
ST PER 1,000 


Represented nationally” 
by Burn-Smith Co., Inc 


Toni Revamps Ad Department 


Toni Co., Chicago, has made the 
following changes in its advertis- 
ing department. Robert B. Osburn 
has been named in charge of print 
media and Walter N. Hiller Jr. will 
handle radio facilities. The pro- 
duction department is being ex- 
panded under the direction of 
Eldred G. Lustman. Fred Klein 
will continue to head the creme 
shampoo, creme rinse and new 
product advertising division. 


Appoints Holmyard 


H. R. Holmyard, assistant to the 
manager of the decorative textile 
sales division, has been appointed 
assistant to the director of mer- 
chandising, Owens-Corning Fiber- 
glas Corp., New York. He will be 
responsible for the merchandising 
and promotion of Fiberglas prod- 
ucts in the New York area. 


Hubbard Names Hill Agency 


W. S. Hill Co., Pittsburgh, has 
been named to handle the adver- 
tising of Hubbard & Co., Pitts- 
burgh, manufacturer of pole line 


HARMONIOUS—Mrs. Joseph A. Jones, Export News Service (left); Henry Webel, 

president of Henry Webel & Associates; and Helen Leary, Media Representatives 

Inc., formed a harmonious trio at the Export Advertising Association’s Christmas 
party. Mr. Webel is holding the radio he won as a door prize. 


hardware, construction specialties,| Business papers, direct mail and 


tools and railroad track accessories. | printed literature will be used. 
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Newspaper Chain Ups Gwynne 


Edgar A. Gwynne, business man- 
ager of the Herald-Journal, Spar. 
tanburg, S. C., has been appointeg 
assistant to Carmage Walls, presi. 
dent of General Newspapers Inc., 
owner of the newspaper. Mr 
Gwynne will move to Gadsden, 
Ala., headquarters for the news- 
paper chain which owns papers in 
Spartanburg, Macon and Gadsden. 


Lynn Morrow Joins WTV] 


Lynn Morrow, formerly adver. 
tising and sales promotion mana- 
ger of WBZ and WBZ-TV, Boston, 
has joined WTVJ, Miami television 
station. He will act as administra. 
tive assistant to H. W. Batchelder, 
sales manager. J. Vincent O’Hara, 
station relations director, has been 
made an account executive of the 
station. 


Appoints T. F. Shaker 


T. F. Shaker, formerly with the 
Chicago office of Shannon & As- 
sociates, has joined the Chicago 
staff of Farm & Ranch with South- 
ern Agriculturist. 


L 


“What department is he in 2” 


to Al Osler,” he said to Mrs. Thade, She told him 
not to let it take too long. 


“Road Closed—Detour”’ the sign said. 

So Bill Thade, en route to Florida with his wife, 
detoured...and a few minutes later was startled to 
see the big new Wranghley-Marr plant looming up 
ahead on the roadside. 

The Wranghley-Marr Co. had been something 
pretty big in Bill’s life for a long time. Got his first 
big order as a cub salesman from Al Osler, then the 
W-M plant superintendent. And a lot of orders 
afterwards, as Osler moved up by slow 
stages to the W-M presidency. Bill 
reflected, somewhat uncomfortably, 
that there had been no orders from ‘ . 
W-M since the War. 


“Think Pll stop by and say hello “A a 


is he in?” 


r 
[ue RECEPTIONIST was young, pretty, cordial, 
and puzzled. ‘Mr. 


Bill grinned. ‘‘He was the President, last time I 
heard.” He noticed a new portrait of Osler hanging 
beyond the reception desk—good likeness, too. 
The receptionist, who was not at all 
amused, went into a huddle with 

the telephone. 

“Mr. Osler passed away in July, 
1946,” she said...which, as far as 


she was concerned, was ancient history, 


\ 


Osler? Just what department 


“BARBER SHop Opinion” of Marshall 


Plan formed in Wagon-Lits, cafes, homes, 
by an alert reporter in trip through eight 


European countries...Read “Wh 
Can’t Come Back,” by Richard Tr 


Europe 
regaskis, 
THREE Week Business...Most memo 


books have to be sold in less than a month 
—as a business, mutual tickets at Saratoga 
are safer...Read “The Book that Won’t 
Forget,” by Phil Gustafson. 


M-Day Home Guarp...With National 


Guard now an integral part of Army, our 
cities will need home defense... Read 
George Fielding Eliot’s ‘When Terror 
Stalks Your Town.” 


Tatkinc Cuecks...New check paper 
which practically screams “void,” reduces 
forgery ... See “Check and Double Check,” 
by Tom Davis. 

And a dozen other significant stories 
and features for the business man in the 
January issue, 
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wynne | 95% Budget Hike 
3S Man- ° ° 
, Spar. | by White Sewing 
pointed . 
Presi Machine Planned 
Cc, 
r. Mr. | CLEVELAND—Still keeping an eye 
adsden, [yn the woman buyer, White Sew- 
News- fing Machine Corp. also will direct 
Masa i 11950 advertising at Mr. Household- 
be er and his teen-age daughter. 
White plans a 25% increase in 
publication advertising, which will 
adver- filude pages and half pages in 
noetal four colors in magazines. As in the 
oston, : : : 
evision past 25 years, White will continue 
nistra. {to use the major women’s maga- 
helder. | zines, this time Ladies’ Home Jour- 
)’Hara, | nal, Good Housekeeping, McCall’s, 
is been | and Woman’s Home Companion. 
of the | The new departure will be White 
Sewing advertisements in Seven- 
teen, for the “young woman of the 
house,” and others in Better Homes 
ith the }4 Gardens for dad himself. For 
& As- I ihe first time in its history, White 
picags is using a shelter magazine to reach 
Mr. Householder, whose paycheck 
= 
= 
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“buys most sewing machines. 
Fuller & Smith & Ross is the agen- 
cy. 
William J. Dawson, advertising 
manager, said the new tack was 
mapped when Fuller & Smith & 
Ross brought in figures showing 
that home-owning readers of shel- 
ter magazines buy higher priced 
sewing cabinets, and that the first 
year of marriage leads all other 
marital years in the purchase of all 
types of sewing machines. 

The decision to use Seventeen 
was made when data revealed that 
20% of the teen-agers in this coun- 
try are home economics students in 
about 20,000 junior and senior high 
schools, Mr. Dawson said. 

“These girls recommend sewing 
machines to their parents now— 
and will buy for themselves in just 
a few years,” Mr. Dawson said. 

Lengthening its publication ad- 
vertising program, White this year 
will open the campaign in Febru- 


Evening Hooperatings 


Week of Dec. 15-21, 1949 
C. E. Hooper Inc. 
Jack Benny (Lucky Strike, CBS) ......... *24.2 
Radio Theater (Lux, CBS) .............. 21.0 
Fibber & Molly (S. C. Johnson, NBC) .... 20.3 
Godfrey's Talent Scouts (Lipton, CBS) .... 19.6 
Amos ‘n’ Andy (Rinso, CBS) ............ 19.1 
My Friend, Irma (Pepsodent, CBS) ....... 18.8 
Bing Crosby (Chesterfield, CBS) ......... 18.2 
Charlie McCarthy (Coca-Cola, CBS) ...... *17.8 
Groucho Marx (Elgin-American, CBS) .... 17.3 
Walter Winchell (Kaiser-Frazer, ABC) ....*17.3 
fh | eee 15.7 
Suspense (Auto-Lite, CBS) ............., 15.3 
Mr. Chameleon (Bayer, CBS) ............ 15.1 
Bob Hawk (Camel, CBS) .............055 14.9 
FBI in Peace & War (P&G, CBS) ........ 14.7 


*Second broadcast on same day in some cities 
provides more than one opportunity to hear pro- 
gram. 


Hyan Dry Beverages to Ellis 


Ellis Advertising Co., Buffalo, 
has been appointed to direct the 
advertising of Hyan Dry Bever- 
ages. 


Agency Incorporates 


Paul Lynn Heller Advertising, 
Washington, has been incorporated 


ary, a month earlier than in recent} a, Pay] Lynn Heller Advertising 


years. 


Inc. 


Miles Named ‘Advertising 
Age’ Circulation Manager 


Frank W. Miles, formerly in the 
circulation department of Esquire 
as agency manager, and before that 
circulation manager of Down Beat, 
has been named circulation direc- 
tor of ADVERTISING AGE and Indus- 
trial Marketing. 

He succeeds Myron A. Harten- 
feld, who has resigned to become 
advertising and sales promotion 
manager of Standard Manifold Co., 
Chicago. 


Technitrol Names Ramsdell 


Technitrol Corp., Philadelphia, 
manufacturer of electronic devices 
for medical and industrial use, has 
appointed Lee Ramsdell & Co., 
Philadelphia, to handle its adver- 
cone. Medical journals will be 
used. 


Voss Joins ‘Daily News’ 

William G. Voss, formerly copy- 
writer of Ewell & Thurber Asso- 
ciates, Chicago, has joined the re- 
tail advertising staff of the Chi- 
cago Daily News. 


Bill asked about the other W-M men he had 
known, and drew blanks. W-M now seemed to be 
run by total strangers, and the receptionist was 
looking for his long white beard. 

The War washed out the customers for some 
companies, but sustained the status quo for others. 
The normal succession of executives was retarded 
in the 1940-1946 period. 

The average age of major executives is higher 
than it was pre-war . . . So an unusually high rate 
of change is indicated in the near future, with a 
likely loss of business from old customers, or old 
contracts. New names will appear with increasing 
frequency on company rosters, new faces in front 
offices. And executives, new or old, like to do 
business with companies they know! 

Moreover the business field is larger. More than 
one company in five in business today—dates 
from 1945! 

So it behooves every firm selling to business 
to make itself and its services known to the new 
customers ... which is where Nation’s Business 
comes in! 

With more than 650,000 subscribers among 
business men—better than twice the circulation 
of the next largest general medium addressed to 
business .. . Nation’s Business offers quick and 
effective access to not only the management of 
big companies, but also to owners, proprietors and 
executives of tens of thousands of small companies, 
and firms in small towns ...a huge market not 
reached by any other general business magazine. 

Nota news vehicle, technical manual or market 
guide... Nation’s Business gives its subscribers 


background, interprets conditions as they effect 
business and men in business, forecasts changes 
and the consequence of changes, helps its readers 
to clearer understanding, sounder judgment, and 
better planning. 


Pus.isnep monthly, it permits a longer reading 
period ... and gets more sustained, continuous 
reading. It is read more at night at home than most 
business publications; and consequently gets more 
attentive, less interrupted reading . . . which, in 
itself, gives added effectiveness to advertising in 


Nation’s Business. 
| = | 
& 2} (6 

S 
2 


And its subscribers value its services to the 
extent of spending $15 in advance for a three-year 
subscription...while the subscription renewal rate 
of Nation’s Business is the highest in its field! 

Never before has there been a business market 
as important and extensive as exists today . . . and 
no current publication affords such comprehensive 
coverage of the current market . . . such present 
and potential opportunities for new customers and 
greater growth to the advertiser. 

If you don’t know as much as you should— 
about this magazine and its market... ask the 
nearest NB office to tell you more! 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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COMPARE MATERIALS BEFORE 
YOU BUY YOUR NEXT 
AUTO SEAT COVERS! 
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TEXTILENE SUNSURE.. 2. .ypomd SUPERFINE 


1ST TO CONSUMER—This page in Holi- 

day in March will open the first con- 

sumer campaign by E. W. Twitchell Inc. 
for Textilene Sunsure seat covers. 


Twitchell Switches 
to Consumer Copy 


PHILADELPHIA—E. W. Twitchell 
Inc., which produces a large por- 
tion of the fiber-type automobile 
seat-cover material sold nationally, 
will take the message about its 


.Textilene Sunsure woven fiber to 


the traveling consumer in March 
with a full-page, four-color ad in 
Holiday. 

The ad will mark the beginning 
of a general consumer campaign 
by Twitchell through Gray & 
Rogers, Philadelphia. This is a de- 
parture for the company, which 
has concentrated its advertising 
efforts in trade publications. 

The ad features a check chart 
for readers to compare three types 
of seat-cover materials: inexpen- 
sive brands, higher priced covers 
and covers made with Textilene 
Sunsure. The chart lists such fact- 
ors as wearability, appearance, re- 
sistance to fading, fit, ease of 
cleaning and feel. 

The Holiday ad also will show 
reproductions of five new pat- 
terns. 


Duncan Harwood Names Three 


Duncan Harwood & Co., Vancou- 
ver, has appointed three new re- 
gional promotion managers: Leslie 
C. Barclay, Boston, supervisor in 
New England; Saul Krantz, New 
York, handling New York and New 
Jersey, and Abe Zitenfield, Dallas, 
to cover the central and southwest- 
ern territory. All three formeriy 
were on the staff of Carillon Im- 
porters Ltd., New York. 


Appoints Freystadt Agency 


Columbia Ribbon & Carbon Mfg. 
Co., Glen Cove, Long Island, has 
placed its advertising with E. M. 
Freystadt Associates, New York. 
Business and consumer publica- 
tions will be used. 


STRIKING LABELS 


Increase sales, dress-up your packages, 
speed up deliveries with FENT-ONAMEL 
labels. They're different -the only 
labels of their kind made. 


Write TODAY for samples & prices 
“FENTON LABEL CO."? 


EPT. 14, 506 RACE ST., PHILA 
Please send prices and samples of shipping labels 


and stickers for 
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Hygienic Products ing Vanish into a toilet bowl, and Pulse Inc. Radio and TV Leaders Radio Makers’ Plan | 
in others, a hand pouring the prod- 

Loses ‘Pulchritude |v se Seah ed for Color Standards 

ses uichritude : For seven cities—New York, Philadelphia, Boston, Chicago, 

Copyright’ Suit s In the court’s decision, con- Cincinnati, Washington and Los Angeles Group Gets FCC "No’ Res 

curred on by Judges Magruder, EVENING RAD ; 
Boston—Holding that the rep- re d “- + i “ G 10 SHOWS (Continued from Page 1) 

; Woodbury, and Clifford, it is de-| a (techy strite, C85) © | Edgar Bergen (Coca-Cola, CBS) 13.5| ¢ the indust d to aime 
resentation of products in use by/clared that “a mere glance at the| (um Theater (COS) .........--.........,285 [000 Hope (Swan, NBC) .................28|\0 Serve The meusiry anc to aid Tin 
persons who use them is one of the advertising section of almost any Walter Winchell (Kaleor Fraser, ABC) 15.7 Suspense toy oe) ‘ae 12.7 the industry in organizing itself 
’ j j isi . ‘nv’ err riend, Irma nn ¢c0venes i ; 
commonest devices in advertising,| ,ewspaper or periodical renders it | Godtrey's Talent Scouts (Lipton, GBS)... 13.8| Fibber & Molly (Johnson Wax, NBC)... 121| for the presentation of all avail. 
the U. S. court of appeals, for the unthinkable that any single manu- able material to the commission Du! 
first circuit, Boston, recently ruled y DAYTIME RADIO SHOWS in conjunction with the current 

ae facturer of such products as, for rer é FC( 
that Hygienic Products Co. Can-| en’s underclothing, | Arthur Godfrey (Wildroot, Toni, Gold Seal, Ma Perkins (Oxydol, CBS) ................ 7.6| television proceedings. 
ton, O., manufacturer of Sani- ‘aie Ph tage pte Aa - National Biscuit; Chesterfield, CBS)... 10.0 | Our Gal, Sunday (Anacin, CBS) 0-0... z Str 
Flush, cannot prevent Judson Dun- ’ ’ ~| Grand Slam (Continenta mg, CBS) ..... lendy Warren enera y CBS) ....--. ‘4 | a “The commission’s position ” he 
. ; ; MED -ccncudevnscekeces 3| Aunt Jenny (Spry, CBS) ..............05 7.4 , 
away Corp., Dover, N. H., maker|tion only a few outstanding ex-| Bimsmn, (pau, SBS) «0-007: haere: 59 | Young Dr Malone’ (P&G. GBS)... 2... 73| continued, “is dictated by its del New 
of Vanish toilet bowl cleaner, from amples, can possibly be entitled | Helen Trent (Whitehall, CBS) ............. 7.6 sire to avoid any implicaton that municz 
advertising its product by showing | 'o appropriate unto itself alone the) ss aris AY AND SUNDAY DAYTIME RADIO SHOWS _|2 national television systems com-} gave 
it in use by the sort of person who| exclusive right to advertise its ; . pom on mittee, such as you propose, is to} until J 
would normally be expected to use| products by representing them in ba ey ~of es ates 6 ereny Martin Kane, u. +2 ioe, : 2. 5 BZ| be regarded as an advisory com-lio the 
it, namely, a woman. use.” True Detective (Williamson Candy, MBS) ....7.3| Stars Over Hollywood (Armour, cas) Feaees a7 mittee named by the commission.” work’s 
The case was started nearly! “Of course,” the court adds, “the wd OS hE RR ee ee cook Meanwhile CBS began a month} pian t 
three years ago when Hygienic|defendent cannot represent its | Junior Miss (Pepsodent, CBS) ............. 6.6 of daily color television broadcasts} two-ar 
Products Co. brought suit against} product in use in such a setting, or WEEK TELEC here. Saturd 
the Dunaway Corp. It charged| in such a way, as to render it like- TOP cane oe ng Te ie | oe Sets were installed last week} Dul 
trademark infringement and un-|ly that the purchasing public will | Texaco Star Theater (NBC) .......-...... 2 | Stop une ouwre, ~ ‘:366/in the homes of FCC members} after | 
: fone , , 686) ..... 43.5 | Firesi ater (Procter & Gamble, NBC) . . 34.7 F P : 
fair competition because Dunaway | confuse its product with that of| fout's the Town (Lincoln Mercury, CBS) ..40.6 | Studio One (Westinghouse, CBS)...  ::29:7| CBS said that it expects to install] the D 
featured in some of its advertise-|the plaintiff. But this does not Segre ont Oe (Chesterfield, CBS) cr a ee se eeeeseseeeees a receivers late next week at one or} wire f. 
ments a picture of a woman pour-|mean that the defendant is rele-| "°°" ‘°#™™ SPP? verre ae ee meee Sereseencnsysoreess ““|more locations where “thousands} head | 
gated to advertising its product by MULTI-WEEKLY TELECASTS of people” will be able to see them} firm ¢ 
showing it in use by an old Crone} wowsy poody (Colgate, International Shoe, Kukla, Fran and Ollie (RCA, Sealtest, NBC) .13.4| 4Nd express their reactions. 10:30 
in a Mother Hubbard with a] Mars, Unique, NBC) ..........-.-.-+5: 20.4 | Small Fry (Co-op, DuMont) ............-. 13.4 startin 
scowl on her face. Cees GHD GD hve cctdeccesccceses 13.8 Lucky Pup (Ipana, St sadeoriiases déee 12.4 GEORGE D. MITCHELL Pres 
“Clearly in advertising, to quote| Note: DuMont’s Captain Video is high in individual cities, but is not} Wasnincron—George D. Mitch-§ 24° 
from the current musical play,| aired in a sufficient number to be included in the seven-city average. ; ai burgh 
; bp fpe , - ell, 83, founder of Pathfinder, died 
South Pacific,’ ‘There is nothing here last week. He directed the addres 
ven: ac gn oo Sane To ‘Engineering News-Record’ | MILES TIERNAN publication for 42 years, retiring — 
not as much entitled to take com-| E. E. Weyeneth, advertising| INDIANAPOLIS—Miles Tiernan, 52, | 9 1936. ; homed 
mercial advantage of pulchritude|™@nager of R. LeTourneau | promotion director of the Indian-| . Son of Sen. John Inscoe Mitchell 
the plaintiff.” Inc., Peoria, Ill., manufacturer of| apolis News and Star, died Wed- of Pennsylvania, he came to Wash- Att 
iia tomas construction equipment, has joined | nesday, his death attributed to a| ington in 1886 and was a Senate age 
e staff o ngineering News- nae : stenographer for seve ears. H 
Ronson Boosts Ad Budget Record, New York. His previous| heat condition complicated by t fe ~ thf d ith years. we} wheth 
experience included positions with shock sustained in a minor auto ac-| Started Fatnhfinder with a six-page DuMo 
Ronson Art Metal Works, New- P : cident last Sunday. issue on Jan. 6, 1894. Mr. Mitchell . 
, Montgomery Ward & Co., Business y , ae ; media 
ark, will spend more than $2,000,- Equipment Co. and Caterpillar} Mr. Tiernan joined the Star as| wrote the entire first issue in long- 
000 for advertising in 1950 with the 2 : hand. the ec 
- d Tractor Co. a reporter in 1919. He was named 
largest budget in the history of sslstant ing editor in 1943 From 50,000 copies of its first is-) "° P™ 
the company. Announcement of assistan managing editor 3, gs fin d t eenll At 
Ronson plans for this year was Jossem Becomes Partner promotion director of the Star in| sue, er grew to a circula-} | 314i, 
made by Alexander Harris, presi-| Mitchell C. Jossem, director of| 1944 and early last year became) tion of 1,000,000 by the time Mrj i. 
dent, at a semi-annual sales con-| advertising of Superba Cravats,| promotion director of both papers.| Mitchell retired in 1936. eo at 
ference in Newark. Grey Adver-| Rochester, N. Y., has been made a| He was vice-president of the Na- tation 
tising Agency handles the account.| partner in the company. tional Newspaper Promotion Asso-| FRANK KOTTRA en 
ciation. Cuicaco—Frank Kottra, circula-} half-} 
i tion manager for Keeney Publish-} made 
SUR Uae ese Lae Cm thy) ahem | NAB Issues Ad Bibliography | ing Co. for 15 years, died in his} or no 
nites National Association of Broad-|sleep Jan. 5. He was 42, and ap-| be pu 
$ AY / x ; B /L l 10 N Pé. R YE a R — eee 6 Sena parently in perfect health. Mr.] tions 
on the “ ic Service Aspects 0 ; : F 
' Advertising.” The list of books and — a ~ ee bs hree} station 
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ws categories: public interest and wel- | years old. 
== fare; information and education; a Lor 
ro) THE PACKER CJ aga attitudes, and economic| JOHN A. NICHOLS sem 
Syracuse, N. Y.—John A. eT 
= To Casler, Hempstead Nichols, 7 ag advertising opp 
i The 16,000 Commercial Will Corp., Rochester, N. Y., has manager 0 the wraeuse Post: NIGHT 
= Growers, Shippers, placed its advertising with Casler,| Standard, died recently in Miami} | 
ES Brokers, and Receivers Hempstead & Hanford, Rochester. | Beach, where he had been living. | . 7 
== _ who handle 90% of this NOUNC 
volume read Tue Packer, BE P 
use it as a buying guide : ' sso 
SS in the trade. These ee gh 
= readers are Owners. - y a | 
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Everywhere you look @ a ; finest process color plates, produced regularly for the lead- bal 
it’s EXCELLO Printing! 2 ~ ing advertising agencies, that have appeared in national televi 
SS - publications. You are always assured of faithful repro- | spons 
e PRINTED BETTER * : duction by highly skilled craftsmen whenever you use | limite 
* a . . |} Simpl 
© PRINTED QUICKER ag a a : FAITHORN. This is an important part of FAITHORN Com 
get your share of this Multi-Billion Dollar industry. . plete 3-in-1 Service —Ad-setting, Engraving and Printing | ™0st 
e PRINTED TO FIT This weekly newspaper—farm paper—business paper has been the —all under ONE roof. ONE contact and ONE order—a | & Th 
YOUR BUDGET spokesman of the produce business since 1893. A 57 man staff in 47 definite saving of your TIME, TROUBLE and MONEY. | °ut t 
One of the outstanding offset produce centers provides readers with vital trade information. They — PHONE Whitehall 4-2300 Sons 
and letterpress printers in the build the readership that can be turned into more sales for you. = 
Middle West! a 
Get the facts on this fast moving, big volume industry. Your ; 
: PACKER Media File has them. Mailed on request. 
xee..o Press... CORPORATION. 
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INBC-TV Plan to 


Reserve Station 
Time Draws Fire 


DuMont Protest Wins 
FCC Inquiry; Video 
Stranglehold Charged 


New YorK—The Federal Com- 
munications Commission last week 
gave National Broadcasting Co. 
yntil Jan. 10 to formulate a reply 
to the DuMont Television Net- 
work’s complaint against NBC’s 
plan to sign up TV stations for 
two-and-one-half hours of choice 
Saturday night time. 

DuMont appealed to the FCC 
after Mortimer Loewi, director of 
the DuMont, network, received a 
wire from Sylvester L. Weaver Jr., 
head of the NBC-TV, placing a 
firm order for Saturday night 8- 
10:30 p.m., EST, for 13 weeks, 
starting Feb. 4. 

Presumably the wire was in- 
tended to refer to DuMont’s Pitts- 
burgh station, WDTV, but it was 
addressed to the director of the 
DuMont network and did not in- 
dicate what time was being or- 
dered. 


s After NBC states its position in 
the matter, the FCC will decide 
whether hearing is warranted. The 
DuMont letter to FCC asked “im- 
mediate interim action.” However, 
the commission’s procedure makes 
no provision for injunctive relief. 

At press time NBC was with- 
holding comment. Network exec- 
utives would not say if they will 
go ahead with the plan to pay 
stations for the two-and-one-half 
hours of Saturday time at the 
half-hour rate—payment to be 
made whether NBC sells the time 
or not. The experiment will not 
be put into effect unless 15 sta- 
tions are lined up. At press time 
station acceptances reportedly were 
very few. 


s Long in the rumor stage, NBC’s 
Saturday night experiment is ex- 
plained in Mr. Weaver’s wire to 
Mr. Loewi: 

“THIS IS AN ORDER FOR SATURDAY 
NIGHT 8-10:30 p.m., NYT, For 13 
WEEKS FIRM STARTING Fes. 4. 
SPECIFIC PROGRAMMING WILL BE AN- 
NOUNCED MID-JANUARY. YOU WILL 
BE PAID REGULAR COMPENSATION 
BASED UPON YOUR HALF-HOUR RATE 
AND EACH HALF-HOUR WILL CON- 
TAIN THREE ONE-MINUTE COMMER- 
CIALS, FOLLOWED BY USUAL 30-SEC- 
OND CHAIN BREAK. ADVERTISERS WILL 
BE SOLD ADVERTISEMENTS OF ONE 
MINUTE ROTATING THROUGH THE EN- 
TIRE EVENING ON SUCCEEDING WEEKS, 
§0 THAT YOU MUST CLEAR PERIOD 
COMPLETELY TO CARRY SHOW.” 

Criticizing the proposal as an 
“attempt to secure a monopolistic 
position” in TV, Mr. Loewi said: 

“Under this plan the network 
willing and able to spend the most 
money would buy preferred hours 
on the nation’s best stations and 
thus be in a position both to im- 
pose its programming ideas on 
televiewers and to bargain with 
sponsors. In view of the nation’s 
limited video facilities, it would 
simply shut other networks out of 
most cities.” 


& The DuMont executive pointed 
out that NBC is offering the sta- 
tions more than they would nor- 
mally receive if the same time 
were sold for one hour or longer 
periods. 

One of DuMont’s highest-rating 
Programs, “Cavalcade of Stars,” 
Sponsored by Drug Store Televi- 
Sion Productions, falls within the 
time period in question and is up 
for renewal on Feb. 4. 

Discussion in Washington legal 


- 
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FROM THE FOLLOWING DEPARTMENTS 
Accowmting Personne! 
Adverustiog Purchasing 

Cretin Seles Administreiion 
Export Seles Promotion 
Filing Secretarial 

Market Research Traffic 


REQUIEM—Last significant comment on 

Lever Bros. centralization of all divisions 

in New York was this two-column news- 
paper ad in Chicago last week. 


circles centered around the ques- 
tion of blank programming. Du- 
Mont’s letter to the FCC says 
NBC’s proposition makes “no pro- 
vision for the right of DuMont, 
or of any other broadcasters ac- 
cepting the offer, to reject or re- 
fuse network programs believed 
to be unsatisfactory or unsuitable 
or contrary to the public interest.” 

In its press release on the plan, 
which was submitted to 22 stations 
on the cable, NBC said “each sta- 
tion is free to accept or reject it 
on the basis of its individual sales 
and programming situation.” 

A station’s right to accept or re- 
ject any show—even during net- 
work option time—is a cardinal 
principle of FCC regulations. 


Second Drug Store 
Video Show Ready 


New YorK—Drug Store Televi- 
sion Productions’ second network 
TV attraction, “Cavalcade of 
Bands,” will bow Jan. 17 at 9 p. m., 
EST, over 11 DuMont stations. 
Seven other outlets will carry the 
show two weeks later by teletran- 
scription. 

A different band will be spot- 
lighted each week, along with five 
variety acts. Guy Lombardo is 
tentatively set for the opening 
show. 

Organized as a sponsoring group 
for the hour vaudeville show, “Ca- 
valcade of Stars,’ which started 
its second 26-week cycle Dec. 26, 
Drug Store Television Productions 
is composed of drug store chains. 
Participating sponsors currently 
are Whelan, Liggett, Sun Ray, 
Read, Peoples, Sun, Gray, Cunning- 
ham, Walgreen, Daws, Owl-Rexall, 
Dow, Gallaher, and Jacobs. The 
stores are identified as sponsors 
through local cut-ins. 


# Costs also are shared by manu- 
facturers whose products are fea- 
tured in film commercials on the 
show. List of products for the first 
13 weeks: Serutan, Hinds Honey 
and Almond cream, Fresh deodor- 
ant soap, Listerine, Silver Star 
blades, Yes tissues, Heed deodor- 
ant and Johnson & Johnson surgi- 
cal dressings. Four will be carried 
each week, alternating between 
“Cavalcade of Stars” and “Caval- 
cade of Bands.” 

Stanton B. Fisher Inc., which 
handles both shows, developed this 
formula for sharing the cost of 
high-budget TV. Milton Douglas 
of the agency supervises produc- 
tion for the $8,000 “Stars” and the 
$10,000 “Bands.” 


To Beeson-Faller-Reichert 
Fremont Rubber Co., Fremont, 
O., has placed its advertising with 
Beeson-Faller-Reichert, Toledo. 
Products to be promoted include 
rubber tile, rubber tile adhesive, 
vinyl plastic cove base, sponge rub- 
ber rug cushions and rubber rugs. 
Magazines, trade publications, 
newspapers, radio and dealer helps 


will be used. 
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Last Minute News Flashes 


WBBM Promotes Akerman, Names Craig, Johnson 


Cuicaco—John Akerman, formerly eastern sales representative for 
Station WBBM, Columbia Broadcasting System’s network-owned Chi- 
cago outlet, has been appointed assistant general manager of the sta- 
tion. He succeeds Frank B. Falknor, who last week was named v. p. in 
charge of CBS program operations (AA, Jan. 2). Kenneth Craig, form- 
erly TV and radio director, McCann-Erickson, Chicago, has been ap- 
pointed executive assistant to H. Leslie Atlass, WBBM v. p. and general 
manager. Gil Johnson, formerly national sales manager, KMOX, St. 
Louis, has been named WBBM’s eastern sales manager, succeeding Mr. 
Akerman. 


Admiral Will Spend $15,000,000 in 1950 


Cuicaco—Ross Siragusa, president of Admiral Corp., said Friday 
that Admiral will spend $15,000,000 in radio, newspapers and TV in 
1950 to promote all its products. It reportedly spent $8,000,000 in ’49. 


Gascoigne Heads ‘Chemical Engineering’ Sales 


New YorK—T. Richard Gascoigne, for the past three years local sales 
representative for American Chemical Society publications, published 
by Reinhold Publishing Corp., has been appointed sales manager of 
Chemical Engineering, a McGraw-Hill publication. He succeeds Luther 
Crist, who plans to go into the agency field. 


Philco, Sylvania Tube Price Deal Hit by FTC 


WASHINGTON—The Federal Trade Commission today will issue a com- 
plaint charging Sylvania Electric Products Co. and Philco Corp. with 
Robinson-Patman Act violations. FTC says Sylvania gives rebates, 
discounts and allowances to Philco, permitting it to sell Sylvania-made 
radio tubes to dealers for 7¢ to 49¢ less than retailers can buy the tubes 
from Sylvania’s own 380 distributors. 


‘Finest’ Is Minute Maid Story in Dailies, Radio 


New YorK—Minute Maid Corp.’s 1950 ad campaign broke last week 
in 102 newspapers covering 74 cities across the country. Headline copy 
identifies Minute Maid as the finest orange juice frozen. Radio pro- 
motion includes Bing Crosby on a 15 minute daytime program five 
times a week over selected CBS stations. Doherty, Clifford & Shenfield 
handles the account. 


Resistab Goes National in Bristol-Myers Drive 


New YorkK—With national distribution completed, Bristol-Myers Co. 
will launch a full scale national campaign Jan. 10 for its Resistab cold 
preventive pills. Heretofore on sale in 23 eastern and midwestern states, 
the District of Columbia, and parts of Canada, Resistab will be pushed 
nationally with insertions in 192 newspapers covering 115 cities and 
with spots on 250 stations in 81 major market areas. Nineteen television 
stations will bear promotion for the antihistamine, and 164 radio sta- 
tions have been scheduled on a network basis. Kenyon & Eckhardt has 
the account. 


Ted Cott Takes Station WNEW Out of NAB 


New YorK--WNEW, highest grossing independent station in the 
country, will resign from the National Association of Broadcasters at 
the end of February. No official comment was forthcoming, but it is 
understood the station feels it can spend the $7,000 required annually 
for dues more effectively on programs. Ted Cott, WNEW vice-presi- 
dent, has led the independents in a successful fight for a greater voice 
in the association. 


Day, Duke & Tarleton Closes; Other Late News 


e Day, Duke & Tarleton, New York, without business since Lever Bros. 
switched Surf to N. W. Ayer & Son last summer, officially went out of 
business Dec. 31, William Day, president, reports that DDT closed its 
doors without outstanding debts. e Henry Luce, editor in chief of all 
Time Inc. magazines, in South Carolina, refused to comment on reports 
that he has been offered the Republican nomination for senator from 
Connecticut. If he accepts, his Democratic opponent will probably be 
Sen. William Benton, Gov. Chester Bowles’ recent appointee. e G. Ben- 
nett Larson, formerly vice-president in charge of television at WCAU- 
TV, the Philadelphia Evening Bulletin station, has been named manager 
of WPIX, New York Daily News station, replacing Robert L. Coe. 


e The Ogden Standard-Examiner has appointed Reynolds-Fitzgerald 
Inc. as national advertising representative.@e Pal Blade Co. will 
launch its biggest campaign this year in 39 magazines, 58 news- 
papers, and many college and sport periodicals. Personna Co., wholly 
owned Pal subsidiary, will promote its blades in 25 papers and 10 
magazines this year, having doubled its budget over last year. Al 
Paul Lefton Co. has Pal; J. D. Tarcher & Co. handles Personna. 


e Home Decorators, Newark, manufacturer of State House ster- 
ling silver and Prestige silver plate, sought sales help with a “recruit- 
ing” ad in last week’s Life for women to sell the line from door to door. 
The company has about 2,200 saleswomen. e Mennen Co., Newark, 
kicks off a newspaper campaign for a new baby product, Mennen Baby 
Magic Skin Care, with copy in Philadelphia newspapers today. Na- 
tional distribution will not be completed until March. Newspapers, 
radio and magazines will be used through Grey Advertising Agency. 
e H. Schuyler Cole, who has been on European assignments for Procter 
& Gamble Co., has been named head of P&G’s drug division, succeeding 
Harold Hall, who resigned recently. 


e FCC Examiner Elizabeth Smith has held that Western Union over- 
charges radio stations subscribing to its baseball sports service by im- 
posing extra charges for each station in a network. She pointed out 
that newspapers aren’t subject to such charges. e France Laboratories 
Inc., San Francisco detergent maker, has named Buchanan & Co. as 
its agency. e T. E. Alwyn, American Can Co.’s Atlantic division sales 
manager, has been promoted to general manager of sales, at New York. 


@ Mary-Gene Hoche has resigned as publicity director at Club Alum- 
inum Products Co., Chicago, after 20 years’ service. She will move to 
California and announce new plans shortly. 


e@ Donald M. Murphy, who has been with the company 16 years, has 
been named director of public relations of Lucky Stores Inc., northern 
California supermarket chain. 
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Doubleday to Spend 
$200,000 Monthly 
for Radio and TV 


New YorkK—Doubleday & Co., 
moving to capitalize on the peak of 
the mail order season, is running 
a hard-hitting combination spot 
and network radio and television 
campaign. The drive, through Hu- 
ber Hoge & Sons, will involve ex- 
penditure of approximately $200,- 
000 monthly. 

Two programs started yesterday 
(Jan. 8) over CBS. Fifteen min- 
utes of mid-afternoon commentary 
by Galen Drake was followed by 
a quarter-hour quiz featuring Jack 
Sterling. 

The book publisher is airing 
eight quarter hours weekly over 
Mutual. The list: Sidney Walton in 
a Sunday talk session; a thrice- 
weekly news show; Galen Drake’s 
brand of philosophy twice a week; 
Ted Steele in a Sunday afternoon 
program, and the “Family Quiz 
Club” on Fridays. 

Doubleday also has bought from 
4 to 4:30 p.m., EST, over NBC. 
The last 15 minutes are devoted to 
an interview program with Ben 
Grauer and Eloise McElhone. Var- 
ious shows will be aired in the 
first portion of the half hour. 

This heavy network schedule 
will be supplemented with spots 
in key cities. 


@ Several of the programs will 
be changed from week to week 
during the series. Contracts are 
for six weeks on Mutual, 13 weeks 
on CBS and NBC. Huber Hoge’s 
mail order selling technique calls 
for a shift in the type of program 
format, carefully selected to suit 
the book being plugged, as the 
books are rotated. 

The campaign will publicize as 
many as 12 titles and four book 
clubs. 

John Gnagy’s “You Are An Art- 
ist,’ which Doubleday has been 
sponsoring locally in New York, 
has been extended to other sta- 
tions on NBC-TV as a part of this 
push, The company is airing a ser- 
ies of 13 feature-length motion 
pictures on WPIX, New York, and 
a telecast starring Ted Steele on 
WABD, New York. 

TV spots also are scheduled. 


Cowdery Made Publisher 
of ‘Omaha World-Herald’ 


Ben H. Cowdery, vice-president 
and assistant publisher of the 
Omaha World-Herald, has been 
appointed vice- 
president and 
publisher of the 
newspaper. Mr. 
Cowdery has been 
with the World- 
Herald for 15 
years, starting as 
an advertising 
salesman. 

Henry Doorly, 
who has been 
publisher of the 
newspaper, will 
continue as pres- 
ident of World Publishing Co., 
owner of the World-Herald. 


Ben Cowdery 


Oregon Adclub Names Judges 


Judges for the annual Mac Wil- 
kins memorial award competition 
of the Oregon Advertising Club 
will be Protessor Henry A. Burd, 
University of Washington; Vicior 
Kaufman, vice-president, Condon 
Advertising Agency, Tacoma, 
Wash.; and David B. Simpson, vice- 
president and treasurer of Norris, 
Beggs & Simpson, Portland. The 
winner will be announced late in 
January. 


WOR Names Mundorff 


Arthur Mundorff, formerly man- 
ager of WPAT, Paterson, N. J., has 
joined the sales department of 
WOR, New York. Frank Shake- 
speare, head of radio sales service 
at WOR, has been appointed na- 
tional spot sales and service rep- 
resentative for WOIC, WOR’s 


Washington TV station. 
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‘Chicago Sun-Times,’ ARF's 133rd 
Study, Produces 21 Leading Ads 


Cuicaco—Twenty-one advertise- 
ments in the Oct. 27, 1949, issue of 
the Chicago Sun-Times won high 
enough readership to rank among 
the ten all-study leaders in their 
respective categories in the Con- 
tinuing Study of Newspaper Read- 
ing conducted by the Advertising 
Research Foundation, it was an- 
nounced last week. 

The study, No. 133 in the con- 
tinuing series conducted by the 
foundation in cooperation with the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
set a number of additional “firsts.” 
They included: 

1. Chicago is the largest city 
represented to date in the studies, 
and it was the first time that a 
sample of 500 men and 500 women, 
double the usual sample, was em- 
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Carried More Advertising 
than any Single issue of 


any farm equipment pub- 
lication in history! 
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vertising in this issue. 


®@ Over 330 advertisers 
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IMPLEMENT & TRACTOR 
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Advertising volume in 1949 
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ployed in studying a weekday issue 
(the Washington Daily News and 
Rocky Mountain News are the two 
other tabloids studied in the series 
to date). 


w 2. Men’s readership scores for 
four advertising departments (any 
display, national, local and de- 
partment store) were among the 
ten highest ever recorded for male 
readers of those departments. In 
addition, a new high mark was set 
on women’s readership score for 
any national advertising. 

3. Men’s and women’s reader- 
ship scores for reading any radio 
program listings or news were 
among the ten highest ever re- 
corded. 

4. This is the first study in which 
such a large number of items at- 
tained all-study distinction. 


a The Sun-Times’ issue surveyed 
was a 96-page “all-day” tabloid in 
two sections, including a 72-page 
section of regular news, features 
and advertising, and a 24-page food 
section published regularly on 
Thursdays. 

The Marshall Field tabloid has 
the largest circulation, exceeding 
635,000, of any daily studied thus 
far in the research project, for 
which field work is done by Pub- 
lication Research Service. 

The men’s 91% readership score 
for “any display advertising” gave 
them a two-way tie for eighth 
place in this department for all 
studies to date, while their 86% 
score on local advertising resulted 
in a two-way tie for seventh place. 
Their 56% readership figure for 
department store advertising made 
it a five-way tie for ninth place 


on the all-study list of high scores 
compiled for that department. 


sw The men’s score of 79% for 
reading any national advertising 
was the fifth highest ever recorded 
for male readers, and the women’s 
score of 80% resulted in a two-way 
tie for eighth place on the all-sur- 
vey list for that department. 

At the top of the men’s list of 
highest scoring national ads, with 
a score of 46%, was a full-page 
display for De Soto, while Buick’s 
full-page layout was second with 
41% and Chevrolet ranked third, 
with a 36% readership, on an 840- 
line ad. 

Grocery ads took the first three 
places on the women’s list of high- 
est scoring national ads, with the 
three messages appearing in the 
food section. A 2,200-line double 
truck layout for McLaughlin’s 
Manor House coffee won a 43% 
readership, with second place going 
to a full page for Wonder bread 
(31%) and the third spot being 
taken by a 700-line McCormick tea 
ad. 


a An 800-line Commonwealth 
Edison Co. ad featuring General 
Electric automatic blankets won 
fourth place on both the men’s 
and women’s lists; it was read by 
25% of the men, 29% of the wo- 
men. On the women’s list, it tied 
for fourth place with a 600-line ad 
for Duff’s hot roll mix. 

The spread for McLaughlin’s 
Manor House coffee placed fifth 
on the men’s roster at 24%. 


we A 122-line ad for Harvester 
cigars attained the highest na- 
tional ad index rating (the size- 
equalizing index is used in making 
comparisons between ads of dif- 
ferent sizes based on readership), 
with a rating of 131. It employed a 
humor panel technique. The high- 
est women’s index rating was the 


HITS THE QUAD-CITIES! 


Capitalize on The Daily Times Green Streak — an innova- 
tion that resulted in a 7°, circulation gain the first 10 days. 


Entire makeu 


of The Daily Times has been changed. Sepa- 


rate Green Streak Feature section included each day. 


In addition to complete news coverage of the entire 
urban Quad-City market — The Times carries two or more 
pages of rural news for prosperous farm and small town 


subscribers in II 


Counties. 


Eastern lowa and 5 Western Illinois 


The Daily TIMES 


DAVENPORT, IOWA 


The only newspaper in the Rich Quad-City Market with news 
offices and home delivered circulation in both lowa and lilinois. 


116 tallied for Royal Puddings’ 
112-line ad, using a comic strip 
technique. 

In all-study comparisons, one 
national and one local ad attained 
the highest index ratings of any 
copy measured thus far in their 
respective categories. Interstate 
Reserve Life Insurance Co.’s 86- 
line advertisement for hospital in- 
surance ranked at the top among 
national insurance ads measured to 
date in the continuing study; the 
index figures were men, 23, wo- 
men, 47. A 250-line local depart- 
ment store basement ad for The 
Fair moved up to the top in the 
all-study list of index leaders in 
its category. Ratings were men, 
12, women, 156. - 


ws Nineteen other ads won places 
on all-study lists of leaders in their 
respective classifications, percent- 
age-wise or in index figures. Two 
of these, the foundation said, won 
double distinction. A 154-line Lane 
Bryant clothing store ad (index 
rating: men, 39, women, 299) not 
only placed third on the all-study 
list of index leaders in the clothing 
stores-women’s and children’s cat- 
egory, but also had the 10th highest 
index rating recorded for any local 
ad measured thus far, regardless 
of category. 

In addition, a 220-line ad for 
O’Connor & Goldberg placed 
among the ten leaders in the boots 
and shoes—women’s and children’s 
category, both percentage-wise and 
on the index. Readership scores 
were men, 6%, women, 44%, and 
the index ratings were men, 27, 
women, 200. 

In departmental reading, the re- 
searchers found that men’s read- 
ership scores were above average 
for radio programs or news, as 
well as display, national, local, de- 
partment store and amusement ad- 
vertising. The women’s scores were 
above all-study medians for edi- 
torials, editorial page items, com- 
ics, financial news, radio programs 
or news, and display, national, 
local and department store adver- 
tising. The women’s score for read- 
ing any amusement advertising 
equaled their all-study median for 
this department. 


ws The men’s figure of 65% and 
the women’s score of 74% for read- 
ing any radio programs or news 
were high enough to win eighth 
place for all studies to date in that 
category. 

The paper carried 58,385 lines of 
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advertising, with a ratio of 61 & 
39 for its news-editorial-feature 
content. 

Among the syndicated colum. 
nists, Jimmie Fidler and Mrs 
Eleanor Roosevelt won the highest 
reader rating, with Fidler’s Holly. 
wood column scoring 43% for men, 
56% for women, while Mrs. Roose. 
velt’s column was rated 44%, men, 
and 45%, women. 

Copies of the Sun-Times study 
are available at $25 each. Members 
of the sponsoring and cooperating 
organizations receive free copies, 
while extra copies are available 
to them and to subscribers at $ 
each. 

The foundation said it will re. 
port soon on results of its survey 
of the Times, Chester, Pa. 


Stromberg-Carlson Adds 
19-Inch Models to Line 


Stromberg-Carlson Co., Roches- 
ter, N. Y., will feature three new 
19” models in its 1950 line of tele- 
vision sets. Fall sales of 19” re. 
ceivers led the company to add the 
new models, C. J. Hunt, generaj 
sales manager, said. 

Three new 12%” consoles with 
“opera glass” tuning, a devic¢ 
which purportedly doubles thé 
picture’s center of interest, als¢ 
are included. Prices range trem 
$339.95 to $965. 


JWT Runs in Dailies 


J. Walter Thompson Co. i 
week ran a 1,500-line house adver- 
tisement in leading metropolitan 
newspapers and in the eastern and 
Pacific Coast editions of the Wall 
Street Journal. A second ad will 
appear in the same papers on Jan 
16. The January and February is 
sues of Fortune, Latin America 
edition of Time, and domestic bus 
iness papers will carry the sam 
copy, which features Arno John 
son’s new report on “Marketin 
Opportunities, 1950.” 


Crosley Promotes Felix 


Clarence G. Felix has been 
named assistant to the genera! 
manager of the Crosley division 
of Avco Mfg. Corp., Cincinnati 
He has been with the company for 
22 years, most recently as works 
manager of Crosley’s Cincinnati 
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How to crack a tough market 


_. General Outdoor Adv Co 


FLEXIBILITY. Advertising power 
where you want it... when you 
want it—that’s General Outdoor 
flexibility! Here’s the top medium 
for hitting specified markets or 
blanketing an entire distribution 


pattern. Write today for full in- 
formation. General Outdoor Ad- 
vertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 
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NBC Reports Time 
Sales Peak in ‘49 


New YorK—National Broadcast- 
jing Co.’s gross time sales for ra- 
dio and video hit an alltime high 
in 1949, according to a year-end 
statement by Joseph H. McConnell, 
president of the network. 

TV network sales were up ten 
times over those in 1948 and ra- 
dio network billings were higher 
than those of any other network, 
it was said. 


g Other statistics noted by Mr. 
McConnell: 

NBC ended the year with 61 
hours and 30 minutes of sponsored 
radio time booked weekly. 

Eighty-two per cent of 1948's list 
of advertisers renewed their con- 
tracts in 1949. Some 27 of these 
sponsors have been on NBC for 
more than ten years. 

New business on the radio net- 
work came from 26 clients; the 
average evening sponsor is using 
more stations than ever before. 

“With respect to other networks, 
NBC led in percentage of stations 


sold both day and night, and by| 


Dec. 31 NBC had only four half- 
hour periods available for sale 
during the evening time, less than 
half the number for the next net- 
work,” Mr. McConnell pointed out. 

National spot radio sales on the 
network owned and operated sta- 
tions reached a new high, with a 
gain of more than 20% over the 
preceding year. The increase was 
partially credited to expenditures 
for new products such as antihis- 
tamine cold tablets and concen- 
trated orange juice. 


Block Starts Spot Drive 


Block Drug Co., Jersey City, N. 
J., is using radio spots in selected 
markets to push Minipoo Dry 
shampoo. Joseph Katz Co. is han- 
dling the drive, which is tied in 
— the water shortage in New 

ork. 


Film Maker Names Durstine 

Le May-Templeton Pictures, 
Hollywood, has appointed Roy S. 
Durstine Inc., New York and Hol- 
lywood, to handle advertising for 
the forthcoming technicolor pro- 
duction, “Deadfall.” 


Baker Agency Names Hilton 

Lynn Baker Inc., New York, has 
appointed Augustine Hilton, for- 
merly with Newell-Emmett, as 
media director. 
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= 207 exes ” 
end service because Congress has tailed to live up le its promise to repeat 
the wentiome excise ta. send this menage te your Congressman vedey 
fas unposed to curtail spending during the war 

sanes demgne: 
excersive levies on transportation, amusements and admissions If we are 
te nave continued y people must be encouraged to buy the goods 


‘The war ts over 
homes through 


This tan 


“ ‘Tell your Congressman that you personally want the excise tae repealed 
now Send your Congressman the sbove message or write your eum mew 


Henspertanen amusements ends long het of orher pur hesee Vou! find 
the name of your Congreseman hated oppose 


ETUUESEEOEEEATOTNEETTEET 


Ptisatasitiiiiiiiiiiiiise 


proepern’ 
and services of businenses which provide employment 


THIS MESSAGE PUBLISHED AND PAID FOR BY THE 
ARAGON TRIANON BALLROOMS OPERA HOUSE TEL OLD HEIDELBERG (SBELL B RESTAURANTS. PALMER HOUME 
BISMARCK HOTEL Clue samoverre GAYETY VULAGE IVARNOE SMERATON MOTEL 
(CHEZ PARE COUNTRY CLUB MOTEL Gusses EENTUCEY Us SALLE NOTE, SMERMAN HOTEL 
CHICAGO ARENA THE OMAR MELSING 8 YOON LOUNGE MANGAMS CHATEAD ‘THE STEVENS 
WCAGO STADE EDGEWATER BEACH MOTEL JAMES ISBELL SHOW LOUNGE MARTIOQUE VINE GARDENS 


FULL PAGE ASKS REPEAL—Hotels, restaurants and night clubs—25 of them—banded 

together to publish this full-page, two-color ad in the Chicago Herald-American Jan. 

3, urging the public to wire their congressmen to repeal excise taxes on “‘toilet 

articles, luggage, jewelry, furs, transportation, amusements and a long list of 
other purchases.” 


Meat Institute Names Corey 


H. H. Corey, president of Geo. 
A. Hormel & Co., Austin, Minn., 
has been made chairman of the 
advertising planning committee of 
the American Meat Institute. He 
has been a member of the com- 
mittee since its inception. 


WEBR Names King and Doerr 


Cy King, station director of 
WEBR, Buffalo, also has assumed 
the duties of general manager. 
William Doerr Jr., commercial di- 
rector, has been named assistant 
manager in charge of local sales. 


Makransky Names Fellman 


Edward Makransky Co., Phila- 
delphia, manufacturer of Lanark 
topcoats, has named Leonard F. 
Fellman & Associates, Philadelphia, 
to handle its advertising. 


America’s finest 


photoengraving plant 
Collins, Miller & 


H utchings ING. 


207 North Michigan, Chicago 
FRanklin 2-5854 


McGuffick Joins Babcock 


Thurston McGuffick, formerly 
media buyer of J. J. Weiner Ad- 
vertising, San Francisco, has joined 
Keith Babcock Advertising Agency, 
San Francisco. 


Emil Mogul Names 


3 Vice-Presidents 


New YorK—With the advent of 
its tenth anniversary, Emil Mogul 
Co. has named three new vice- 
presidents, whose appointments 
become effective immediately. 

Myron A. Mahler, formerly copy 
director and with the agency for 
the past seven years, has been ap- 
pointed vice-president in charge 
of creative departments. 

Seth D. Tobias, formerly assist- 
ant to the president, has become 
vice-president and chairman of the 
plans board. 

Rino C. Negri, previously in 
charge of foreign language adver- 
tising, has been named a vice- 
president. He will continue to head 
the agency’s foreign language di- 
vision. 


WOR Company Changes Name 


General Teleradio Inc. is the 
new name for the corporation op- 
erating WOR, New York. The sta- 
tion organization formerly operated 
as Bamberger Broadcasting Ser- 
vice Inc. and made the change to 
one “more descriptive of our 
hn paca and television activi- 

ies,’ 


Gets Furniture Account 


Kent-Coffey Mfg. Co., Lenoir, 
N. C., furniture manufacturer, has 
appointed VanSant, Dugdale & Co., 
Baltimore, to handle its advertis- 
ing, which was formerly handled 
direct. Full-color pages will be 
used in Better Homes & Gardens, 
tifale & Garden and House Beau- 


Appoints Goerl Agency 


Stephen Goerl Associates, New 
York, has been named to direct 
the advertising of French Travel 
Service Inc., New York travel de- 
partment of the French National 
Railroads. 


Assure Diversified 


1942 1943 


1940 


1941 


farm homes and buildings. 


tk 


DAKOTA DOLLARS 


1944 


For 8 years Dakota savings have increas 


Healthy as this condition is, it has even a more significant 
meaning when you consider that ONE-HALF of income 
and savings is eventually used for production expenses... 
such as machinery and equipment, gasoline and oil, ma- 
terial and supplies, seed, fertilizer — plus improvement of 


Bit 


N.D 


$195 Milhon 
$189 Milken 


$168 Million 


1948 
*Total Time Deposits of Individuals, Partnerships and 
Corporations in Operating Commercial Banks— 


1945 1946 1947 


Source: Federal Deposit Insurance Corp. 


$5.1. 


1 steadily! 


Since 1881, the preferred approach.to this rich market 
has been THE DAKOTA FARMER. 

Over 100,000 farm families—70% of the FARM popula- 
tion—read and respond to DAKOTA FARMER advertising. 
(Write for your FREE copy of Upper Mid- 


west Food Sales Survey-Breakdown of markets 
and sales for the Dakotas and Minnesota.) 


J.P. MALONEY 
Advertising Manager 
1019 N.W. Bonk Bidg. 
Minneopolis, Minnesota 
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Monarch Overall Names Aaron 


H. Aaron has been appointed 
sales manager of Monarch Overall 
Mfg. Co., Winnipeg, Man., manu- 
facturer of work clothes, children’s 
and sports wear. He will supervise 
the opening of an office in Toronto. 
Mr. Aaron has been with the com- 
pany for 12 years. 


Four Name Emerson-Rogers 


Emerson-Rogers, New York, has 
been retained to handle the ad- 
vertising of Milady Brassiere & 
Corset Co., New York; James Rox- 
ton Classics, New York; Cromwell 
Plus Sizes Inc., New York, and 
Masket Bros. Sportswear Inc., New 
York. 


Market Research Ups Lindsey 


Robert R. Lindsey, account exec- 
utive, has been elected a vice- 
president of the Market Research 
Co. of America, New York. 


WRFD to Taylor-Borroftf 


Taylor-Borroff Co. has been 
appointed national representative, 
except in Ohio, for Station WRFD, 
Worthington, O. 


1950 
WORLD 
MOTOR 
CENSUS 


THE 1950 WORLD MOTOR 
CENSUS, continuing an annual 
series of reports now approach- 


ing 30 years of service to the au- 
tomotive industry, will be pub- 
lished in the April, 1950 issues of 
THE AMERICAN AUTOMOBILE 
(Overseas Edition) and Et Avu- 
TOMOVIL AMERICANO. 

Basic fact on which the Census 
is compiled is the number of cars, 
number of trucks, and number of 
buses in actual operation at the 
end of each year. Such informa- 
tion comes from 150 different 
countries and territories. 


x * * 


It's not too soon to start 
planning your advertising to 
appear in the April 1950 
WORLD MOTOR CENSUS 
issues. Advertising forms 
close February 10th. 


* * * 


Let us know how many 
copies of the census you 
want. 


McGRAW-HILL 
INTERNATIONAL CORP. 


HEADQUARTERS 
FOR BUSINESS INFORMATION 


WORLD-WIDE 


330 West 42nd St., New York 18, N.Y. 


BRANCH OFFICES—Atlanta, Boston, Chicago, 
Cleveland, Dallas, Detroit, Los Angeles, Philadel- 
phia, Pittsburgh, St Louis, San Francisco, Washing 
ton, Buenos Aires, London, Rio de Janeiro, Mexico 
City 
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TIME TO TAKE ABOARD THE PILOT 


In an economy, which is expected to expand 
during the next few years beyond the estimated 
1949 national income of over $225,000,000,000, 
selling would be smooth sailing were it not 
for intensified competition and mounting 
costs. Sober appraisal indicates that to assure 
financial progress there is need for a re- 
evaluation of sales planning. 

From its study of methods used by adver- 
tisers in the Chicago market the Chicago 
Tribune has developed a selling and adver- 
tising program which can be relied on to 
increase sales and at the same time bring 
about a lower selling cost per case or unit. 


Highly productive in the Chicago market, the 
plan can be put into operation in any market. 
Well-defined trends in retailing and con- 
sumer buying are capitalized by the Tribune 
plan to secure for your brand larger retail 
inventories and better store displays. It can 
get for you a greater share of the day-to-day 
buying of consumers. It can help establish you 
in a dominant market position, strongly resist- 
ant to competitive promotion and sales work. 
Introduction of the plan requires no dis- 
location of present successful company meth- 
ods. It is acceptable to your sales staff and 
distributive organization. It will round out 


and strengthen your present program. 
Here is a sound procedure that will in- 


terest forward-looking executives who have 
the responsibility of company planning and 
seek to develop new techniques to assure con- 


tinued company growth and financial success. 


If you are interested in getting the details 
of this consumer-franchise plan, a Tribune 
representative will be glad to discuss them 
with you. Ask him to call. 


Chicago Tribune 


THE 


WORLD'S GREATEST 


NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago ll; E. P. Struhsacker, 220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery Si@ 
San Francisco 4; also, 448 S. Hill St., Los Angeles 13. MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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